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IN THIS ISSUE 


This issue of DISPLAY WORLD pre- 
sents timely information on every phase 
of Christmas Displays. It contains ideas 
for: 


CHRISTMAS BACKGROUNDS 
CHRISTMAS INTERIORS 
CHRISTMAS WINDOWS 
CHRISTMAS CARDS 

XMAS FOR UTILITIES 

XMAS ON THE CONTINENT 
XMAS MERCHANDISE IDEAS 


Don’t miss reading “Modern Art in 
Christmas Backgrounds,” by Fred L. 
Packer. It will give the displayman, 
be he in New York City or Seattle, 
many new ideas concerning modern 
background work. Page 8. 


A. Roeder, display manager, Wm. H. 
Block Co., Indianapolis, Ind., again pre- 
sents a timely article on displays. His 
article this month is, “Christmas Dis- 
plays Are Just Around the Corner.” He 
tells how he intends to make his new 
1931 Christmas backgrounds out of old 
1930 material. There’s a lot of food for 
thought in his article. Page 12. 


* * * 


Ben Robbins, president, Art Process 
Displays, says: “The virtues of mass 
production are sometimes offset by 
faults. The very fact that a display is 
intended to attract, interest, and influ- 
ence the passerby makes it necessary to 
consider freshness and originality as es- 
sential factors in producing effective 
displays.” His article on, ‘‘Just ‘Hi-Spot’ 
Displays,” will give the reader many 
new ideas concerning modern display 
construction.: Page 22. 


* * * 


OUR NEXT ISSUE 


What are you going to do in 1932? 
What kind of displays are you going to 
produce? Are you going to do the same 
old stuff; use the same old ideas; mer- 
chandise each display the same old way; 
or, are you going to climb on the “band 
wagon” of new, Continental display 
ideas and lead in the development of 
this phase of window display merchan- 
dising? : 


DISPLAY WORLD will have a num- 
ber of surprises for its readers in the 
November issue. We won’t tell you 
what they are now, we'll make you 
wait. But, when you open the Novem- 
ver issue you are going to open your 
eyes to a new method of display pro- 
cedure. Some won’t understand it, but 
once you begin to work with its possi- 
bilities, well, even the most critical 
displayman will be surprised. 





DISPLAY’S GREAT MONTHLY DIGEST 


Display 


Woria 


@OR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 
Title Registered U. S. Patent Othce 





The National Journal of Successful Selling by Mercantile Display 


Published on the Fifteenth of Each Month By 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
New York Office: 151 Fifth Ave. Chicago Office: 75 E. Wacker Drive 


V. W. Sebastian, Representative Macintyre & Simpson, Representatives 
Tel. Algonquin 4-3310 Tel. Central 1716 


United States, $3.00 a year; Canada and Foreign, $3.50 a year; Single Copies, 30c each. 
For Sale on News Stands Supplied by The American News Company and its Branches. 


Entered as Second-Class Matter September 20, 1922. at the Postoffice at Cincinnati, Ohio, 
under Act of March 3, 1879. Copyright, 1931. 





eee Sl ee ee 
“WINDOW ADVERTISING MAKES THE PASSER BUY” ) 


a eee 











VOL XIx October, 1931 No. 4 





CONTENTS 


The “Spirit” That Moves Displaymen. By “Dutch”........... 
A Continental Christmas............ Fe ig OP Ee EP Ae eT a AEE 
i Gorn Ge a io es ee ea aE Np wig betas eae we ei ele 


RI RCE Site Sg hen ties oak cy okt ae eles oe aoa os ates Ress 7 
Modern Art in Christmas Backgrounds. By Fred L. Packer...... he 8 
Xmas Toy Windows........ eee nn aes ed ones Se RET Chere Lheeh eee eye .10 
SaaS eit EUR OMEMNE MR Facet o's oo eam deeds abe eee ag ts be tas eh 11 
Christmas Displays Are Just Around the Corner. By A. Roeder....... 12 
Christmas Utilities: By Ray Martin..::.. -.. 20.5 co. 8 eh tee cn .. a¢ 
Christmas Ensemble Designs........... oy OTSA eh Bing th, ae ae 16 
RRND ORNIMNRIIIINS o's. > 2 RO oe © ws re hn bbe og tw elnne BC eS . 20 
Just “Hi-Spot” Displays. By Ben Robbins........... Bie eR a a 22 
With New York Displaymen. By Coleman McCampbell ............... 24 
Enterasys Disgiagevor Crone paper... 22252 00. a a he 26 
CRITI 0 A Bre Re oi x hrs Sea eo eee Ee RIN ete esas alee 28 
SON I I a. ak ig de ck nate ns ea vinns sa cneewd ie 29 
Who They Are and What They Say—Clinton M. Shrider................. 30 
September Displays in Detroit. By F. E. Whitelam..................... 32 
Clerics Cen rt aes Se i ose inion oie Se seid ape ees'omd 36 
Christmas Time Is Harvest Time. By George H. Lackner.............. 37 
Eels ton eecucrm aepiay ane fs History 2: oo. oP ee. :- 8 
Christmas Cards for the Man’s Store. By Harry G. Walker......... ~. ee 
1932 Display Trade Exposition. By I. L. Bradford..................... 42 
Misian Diapinye- Wael, “alOW-E i a ES. ed ed eee 44 
In the Realm of Crepe Paper. By H. A. Harrington.................... 46 
Scharninghausen Heads Coast Displaymen............................... 47 
Two Zmas Displays. Produced by “Ivel”........ 2... 2.26 0.5. Gee ..49 
PI WO INO Be. 6). 3 os 5 bs csc aieis tls. ons fees oa vn te aoe EI eat 50 
Mammen” Customera Meetings. 2... 0. cB te we oe sc dee 51 
Ce <r RI no SAS os bos vive Rode bc ae eitaradeeres 52 
Merchandising Twentieth Century Window Displays..................... 54 
Let’s Talk About Christmas Trims Made of Crepe Paper.................. 56 


Patents for Display. By Ray Belmont Whitman.......................... 58 

































BE AD C) 


With this 
~ Easier Working 
W ALLBOARD 


@Cornell Wood Board gives 
you a free hand in planning 
colorful, eye-arresting signs 
and displays. Any pattern— 
trees, flowers, the human fig- 
ure, intricate lace-like screens 
and backgrounds—can be cut 
quickly and perfectly from 
this strong, grainless display 
material. Made entirely of 
new, seasoned wood fibre, 
Cornell Board assures smooth, 
clean-cut edges, adequate rig- 
idity and maximum resistance 
to warping. Its surface is 
primed, ready for any finish 
—oil or water color paints, 
calcimine, plastic paints, var- 
nish, etc. Keep a stock al- 
ways on hand, ready for spe- 
cial displays. Order from 
your supply dealer today! 
Cornell Wood Products Co., 
307 No. Michigan Ave., Chi- 


cago, Illinois. 


Ideal for Cutawl Use 


Send for sample of Cutawl 
work on Cornell Wood Board. 
Learn what the inventor of the 
Cutawl thinks of this modern 
board. 
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1 The NEW/ 


Model K8 Cutawl Carries 
Display Cutting ~A Step Further 


Display men hail the new Cutawl Model K8 as the last word in an electric 
cutting tool for all designs. The new features—THE NEW SWIVEL 
LOCK relieving the operator of-guiding work in straight line cutting—The 
New Guide Foot gives easier operation plus increased speed and accuracy— 
New Chisel Block—-insures longer life to chisel and improves the smooth- 
ness of the cut edge—Heavier Construction makes possible the rapid cutting 
of heavy sheet metal, wallboard, and every other material used by display- 
men—all have an instant appeal. See for yourself what this new Cutawl 
means! 













xw Try the New 


=" Model K8 
Cutawl--10 
Days Free 


Use it on Signs, Screens, Lettering, Stencils, Window Display Backgrounds, 
Figures—any work you have. Give it a thorough test on any design cutting. 
Then—if you feel you can do without it, send it back and you won’t owe us a cent. 


You Can Buy Model 
K8 on Easy Terms 


It will quickly earn its way on our deferred payment plan. Save you hours of 
work, and make you more profits—more than enough to cover the monthly pay- 
ments—and give you a fine margin on your investment besides. The Cutawl is 
first and lasta PROFIT MAKER. 


Our 10-day free trial offer, and easy payment plan also covers the Cutawl 
accessories. 























New Model 
K-8 Cutawl 
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Cutawl Designs 


The most helpful book ever placed in the hands of 
display men. 96 original drawings of the latest art. 
70 fine photographs of windows and _ interiors— 
including national prize winners. Suggestions t0 
you for every display. Ask about this book! 


MAIL This Coupon TODAY 
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Saw Table 
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A Continental 
Christmas 


—From Paris comes this interesting Christ- 
mas display for the children. A station 
scene is depicted with the train pulling up 
to the platform. The attendant stands by 
to prevent anyone from falling on the 
tracks, while gayly dressed people wait on 
the platform to board the train or welcome 
passengers. An attractive scene is sug- 
gested of cone-shaped trees, cut-out build- 
ings, hills, wagons, etc.— 


—Fascinating indeed is this attractive 
Christmas display that appeared at Her- 
mann Tietz’s, Berlin. It shows an extremely 
interesting and life-like display. The scene 
portrays a section of mountain scenery 
which is very fascinating to behold. One 
forceful attraction is the fir trees made of 
ribbons twined in spirals— 


—The effective display of “Mr. Doolittle 
and his Animals” was seen last December 
in Berlin, Germany, at A. G. Karstadt’s. 
The modern fairy tale of Mr. Doolittle’s 
fight with the Pirates afforded a really 
attractive theme for execution in up-to-date 
scenes. The plastic arrangement of the 
several pictures was solved in a plain way; 
the window gave the children a really 
delightful treat— 


—The little French children that viewed 
this Christmas display took an imaginary 
trip to the South Seas, where, on an island, 
cannibal life was presented.. Wierd figures 
dominated the scene; natives danced wildly 
in anticipation of a feast; while majestic 
mountains and tall palm trees lend atmos- 
pheric realism to the scene. A far cry 
from Santa Claus, but an effective display— 
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The Grand 


JOHN WANAMAKER’S 
PHILADELPHIA, PA. 
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The Finest Example of An 
American Christmas 
Store Interior 
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Xmas Exterior 


KEY TO ‘THE GRAND COURT 


(Locations from right of main facade) 


The whole arrangement, through the use of seasonal, significant 
and colorful subjects connotes something of the eariy 
beginnings of Christianity and its triumphant 
struggles and progress. 

STARS—-The five-pointed and the seven-pointed are used 
to symbolize the Creation and the Christian era . 

“and, lo the star which they saw in the east, went before 
them, till it came and stood over where the young child 
was.’ The twelve-pointed star speaks of the Disciples. 

South side of Grand Court—Section of SOLOMON’S 
TEMPLE. 

Just below the temple—‘“THE ARRIVAL OF THE 
CRUSADERS AT JERUSALEM,” by O. D. V. Guil- 
lonnet. 

Symbolism bordering the painting—Coat-of-arms of the 
provinces, countries and men that participated in the 
crusades. 

At the Bottom— 
Anjou ... Naples ... Silicia . . . Cordova 
Brittany . .. Navarre... Bar... Bavaria 
In the center— 

Silicia .... Leon... . England ... . Champagne 
Godfrey de Bouillon... France... Soubbe ... Hungary 
At the left— 

Lorraine ... Provence... Foix... nae 

Laval . . . Burgundy . . Ver 

Between the arches of the ground floor ARMORIAL S 
OF THE CRUSADERS. 

CRUSADERS AND LEADERS OF THE HOLY 
WARS (from right of south facade)— 

Godfrey de Bouillon Richard of Cornwall 
Baldwin—Count of Flanders Louis IX 
Robert—Duke of Normandy Edward 

Doge Arrigo Dandolo Amairi de Lusignan 
Frederick Barbarossa Knight of Saint John 
Richard Coeur de Lion Knight Templar 

Hanging on the pilasters—ALLEGORICAL PANELS, 
depicting the progress of Christian civilization. 

BANNERS OF THE CRUSADERS—A series under 
which the first knights made seven success ve campaigns 
for the recovery of the Holy City from the Turks. 

BANNERS (hanging in groups of threes) of the founders 
of the Knights of the Garter. 

gs end arches—‘HOW CHRISTMAS CAME TO 


On the counters bordering the Grand Court—‘HAPPY 
CHRISTMAS” as it is said in eighteen languages, with 
coat-of-arms of each country. 3 

LAUREL—Emblematic of Christmas rejoic'ng. 


—The 1930 Selfridge & Co., Ltd., London, Christmas 

exterior decorations consisted of two switchbacks, 

twelve feet above the parapet, which worked in two 

divisions and ran to the center of the building, 

where a group of weird animals danced around a 

huge bonfire. The photograph shows only half of 
the building— 


—lIt is rather hard to tell just what this pic- 
ture represents, but is the entrance to The 
Emporium, San Francisco. Laurel roping and 
holly wreaths are used in great profusian over 
the doors, while a gigantic bell, illuminated, 
floods the entrance with a soft light— 












DISPLAY WORLD 


Modern Art In Christmas 
Backgrounds 
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By FRED L. PACKER 
NEW YORK CITY 


















Y the time this issue reaches you the dis- 
playman should begin planning his holiday 
windows. At least he should start to mull 
over the many possibilities at his disposal. 

I need not call to his attention the importance of 

this, for all merchants are looking forward to this 

season as a means of bringing up the average of 
their year’s sales. I feel that the displayman can 
get real cooperation in his ideas if he can prove 

them to be sound. Quite naturally cost will play a 

big part in this year’s program—so the “props” in 

the display room can be revamped into this year’s 
scheme with more modern tendencies. 

There are so many ways of approaching this 





















—It is very hard to conceive of a more versa- 
tile artist than Fred L. Packer. His sugges- 
tions for modern Christmas panels or back- 
grounds run the gauntlet of perfect taste in 
design. The following color placement is 
suggested for the large panel on this page: 
Background in black and white with grada- 
tions of grey to obtain the design. The ribbon 
and bows on the boxes should be a brilliant 



































red. The face and hands are worked out in fa 
greys— Ww 

gr 

—Simplicity is the predominating tendency in tel 
modern displays. Over ornate and intricate sig 
designs have been cast into discard. In the so 
design where a star has been used as a symbol ac 
extreme simplicity will be noted. The entire th: 
design in this panel is in but three tones, tie 


black, silver and dark grey— 





—Each season has its outstanding features, 
and these features for modern background 










panel work should be reduced to symbols. oth 
For instance, the Xmas holidays may be sym- 
bolized by holly wreaths, Xmas trees, snow, te 
bells, mistletow, the Wise Men, etc. A con- hol 
ventionalized Xmas tree and holly wreath are 
suggested for design relief in the window tre 
panel effect. This panel can be produced in can 
black, green, red, white and about four tones 
of grey— off 
alle 
diff 
—The decorative effects in most New York oi 
displays are confined to individual panels as vog 
suggested in these designs, but, should the pia) 
displayman in Atlanta or in Los Angeles and 
decide to enlarge upon any of these ideas he 
would be free to do so. Imagine the “Merry . | ‘ 
Christmas” panel with side wings converted 3 t 
into merchandise displayers. The color place- dab, 
ment on that panel should be: Red lettering, thin 
green wreath, red bow, light grey background the | 
with black and white and three shades of grey are 
introduced into the design— 














y in 
cate 

the 
nbol 
itire 
ynes, 


ures, 
pund 
bols. 
sym- 
now, 
con- 
1 are 
dow 
d in 
fones 


York 
Is as 
| the 
geles 
as he 
flerry 
erted 
ylace- 
pring, 
round 
' grey 


,— — 











fascinating subject that to attempt to fix anything definite 
would be absurd, so I shall confine this article to back- 
grounds and their possibilities. 


Just allow me to say that simplicity is the predominating 
tendency here in New York. Over ornate and intricate de- 
signs have been cast into the discard and for very good rea- 
sons. They are not smart and today’s buying public is 
accustomed to smart things. They lack the appeal and punch 
that is expected of them and rob the merchandise of its posi- 
tion of first place in the display. A displayman should re- 
member that he is looked up to as an authority on good taste. 
A background should be just what it says it is and not com- 
mand predominance of the window. Rather, it should arrest 
attention and lend atmosphere to the articles displayed. A 
background of simple elegance will do worlds to tone up an 
otherwise drab display. 


Each season has its outstanding features and these fea- 
tures may be reduced to symbols. For instance, the Christmas 
holidays may be symbolized by holly wreaths, Christmas 
trees, snow, bells, candles, mistletoe, the Wise Men and 
camels, etc. 


In determining a background one can choose one or more 
of these symbols in a pleasing composition within the space 
allotted. With the use of color and good taste it is not so 
difficult as it may seem: As I said before, everything is 
simplified. A technique of decided foreign influence is in 
vogue. Pattern, arrangement and the use of modern lettering 
piay a big part in all design, the use of parallel lines, angles 
and curves predominating. 


At first I was not so keen about this new movement in 
art, just a bit doubtful if it would last, but it has lasted. 
Now that I have studied it I realize that it has added some- 
thing that is truly distinctive, with more to it than shows on 
the surface. It gives more latitude to the designer as symbols 
are easier to delineate than more academic drawings. 


In the design where I have used the star as the symbol you 


will notice the extreme simplicity. The whole design is in 
but three tones—black, silver and dark grey. It is effective 
and in good taste. Should you care to make it, the use of a 
black material, such as velvet or felt with a cut-out silver 
star and the rays in silver tape would be very dignified. The 
dark grey lines at the bottom could be drawn with dark grey 
chalk. The star motif lends itself to many possible variations 
by the introduction, in the foreground, of other symbols—for 
instance, the Wise Men on camels, a conventionalized Christ- 
mas tree in the lower right-hand corner, a holly wreath or a 
snow-covered church spire and belfry. 


I have suggested two designs to convey the modern idea 
in arrangement, with the holly wreath predominating. This 
symbol also is flexible and lends itself to no end of adapta- 
tion. The design of the girl with the packages is also in the 
modern manner and contains the spirit of both giving and 
receiving. 


There are artists who are trained to create these back- 
ground displays. For the most part they are doing a good 
job of it (that is, here in New York). You also can do a 
creditable job if you put your mind to it. You have at your 
disposal materials that should inspire beautiful and novel 
backgrounds with the use of a bit of ingenuity. 


If you take an even-toned textile as a base and delineate 
in colored chalks a pleasing design, the result will surprise 
you. Don’t use the chalk, however, until you have the ma- 
terial tightly stretched and your design completely thought 
out as regards design and color. Chalk once used is difficult 
to erase. Applique could be charmingly used in the same 
manner, using various textiles and color. I have just noticed 
some pleasing examples of this treatment in the September 
number of Harpers Bazaar, under the heading of New Ameri- 
can Fabrics. 


There are many ideas which I could advance, but the 
gist of it all is to stimulate you with the desire for better 
backgrounds, even if you must make them yourself. 
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Xmas Toy 
Windows. 


—“The Most Marvelous Toys in the World 
live in Mandel’s ‘Land o’Toys.’” We don’t 
know about the most marvelous toys, but 
we do know about the marvelous window 
display. “Kagey” has produced, with this 
display, one of the best merchandised toy 
windows that DISPLAY WORLD has szen 
in quite a few years. The idea of using 
the camel and the giraffe as merchandise 
displayers by building a series of shelves 
on them is the master stroke. Most toy 
displays are flat with the toys appearing on 
the window floor or not elevated more than 
two or three feet— 


—The background of this “Richter” dis- 
play, The Fair, Chicago, conveys very 
easily the excellence of his creative display 
work. “Fairy Land” scenes are suggested 
behind the arches, while modeled deer and 
a fairy but add to the Christmas spirit of 
the display. The sign suggests that a visit 
be made to toyland where Santa Claus and 
“The Cave of Mysteries” can be visited— 


—When it comes to a new idea for Christ- 
mas displays, DISPLAY WORLD points 
to London and the 1930 Christmas toy dis- 
play at Selfridge’s. We don’t have to ask 
you to visualize, the display because it is 
illustrated below; we do ask you to imagine 
the action—it consisted of animals entering 
the Ark’s cabin two by two. A revolving 
belt on which the animals were fastened 
supplied the power for the illusion. This 
excellent Noah’s Ark display was but one 
of the many feature displays executed by 
the Selfridge Display Department— 
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Xmas [oy 
Departments 


—Advertisements announced that Selfridge 
& Co., Ltd., London, was receiving the most 
extraordinary messages on their wireless. 
The messages appeared without any name, 
but were simply initialled F.C. They were 
at a loss to discover the mysterious cor- 
respondent until some of their younger 
friends suggested that it must be Father 
Christmas. In the meantime, stories were 
circulated that Father Christmas was a lit- 
tle disgusted with the continual efforts of 
explorers to visit the North Pole; and the 
illustration shows a scene in the annual 
toy display depicting a group of Arctic 
explorers— 


—J. H. Richter, display director, The Fair, 
Chicago, designed and supervised the con- 
struction of “The Cave of Mysteries” where 
intimate glimpses were obtained of Santa 
Claus’ toy workshops. The different caves 
and shops were peopled by dwarfs, Santa 
Claus’ assistants, who worked the different 
machines that made the various toys and 
games— 


—“Joytoy Street,” Wanamaker’s, Philadel- 
phia, is entered through a very quaint gate 
and the children, as they travel this “Hap- 
piest Street in the City of Perhaps,” pass 
the following cottages: Peter Pan’s, Dick 
Whittington’s, Jerry Jan’s, Queen Tartini’s, 


Jack Horner’s, King Cole’s, Bonnet Lady’s, 

Boy Blue’s, Willie Winkie’s, the Glass 

House, and, of course, Santa Claus’. How- 

ard L. Kratz is director, Administration 

Arts-Decoration, under whose supervision 

many of Wanamaker’s most beautiful dis- 
plays are produced— 
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Christmas Displays 
Are Just Around 
The Corner 


By A. ROEDER 
WM. H. BLOCK CO., 
INDIANAPOLIS, IND. 


MMEDIATELY following the annual fall opening, 
every displayman’s thoughts turn to the next big 
event—Christmas. Plans are made, sketches are 
drawn, eStimates are secured, and construction 

work is started on “those Christmas windows.” The average 
store plans elaborate toy windows and makes but little at- 
tempt to provide sufficient holiday atmosphere for the rest 
of the front. The seasonable merchandise and gift displays 
are usually provided for by placing a wreath of holly in the 
background or a cutout of a candlestick, and letting it go at 
that. Such fronts do not reflect the Christmas spirit, that 
is, unless you consider a holly wreath or a candlestick cut- 
out sufficient atmosphere. 

When a displayman presents his Christmas plans the 
question of cost is always- advanced and as a direct result 
the effects just mentioned are usually found in practically 
every department store in “these United States” during the 
holiday season. I often wonder if the displaymen in these 
stores take advantage of their “last season’s” effects to 
economize. I question whether they do because so many 
fronts have the‘ same old conventional Christmas window 
appearance year after year when they could, by the display- 
man using a little ingenuity, revanip the old and produce 
the new. Too many displaymen, I am afraid, find this re- 
vamping process difficult and as a result must buy a lot of 
new decorations to make old effects look different. 

With that thought in mind I am going to attempt to show 
with a sketch my 1931 Christmas background and actual 
photographs of my 1930 displays, just how I am going to use 
the old material to make the new. True, some new material 


—Just a rough sketch of “Roeder’s” 

1931 Christmas background. The pic- 

tures on the opposite page show where 
he will get his “props”’— 
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will be bought, but contrast the cost of replacing all of the 
old material with new effects. Were I to try to obtain the 
ideas contained in the sketch and had to pay for the cost of 
each with my diminishing 1931 budget, we would probably 
have to be satisfied with holly wreaths and cut-out candle- 
sticks, too. 

Our first consideration should be of the Christmas sketch 
and by following the numbers on the sketch with the fol- 
lowing list the readers should have no trouble in determining 
each effect: 

1. White lacquered wavy background. 

2. Niche cut in background. The niche will be used as 
a merchandise accessory displayer lined with black velvet, 
also highly illuminated. 

3. Chrome metal pipes. 

4. Chrome metal pipes. 

5. Chrome metal pipes. 

6. Illuminated tapestry displays stepping up. 

7. 1930 holly wreath with red satin bow. 

8. Chrome bells with silver leaves. The bells are illumi- 
nated with different colored lights. 

9. Merchandise platform. The size of the platform is as 
follows: Two inches thick, four feet wide and ten feet long. 
The platforms will be covered with black velvet. Each plat- 
form steps up and is of the same thickness, but each section 
is two feet shorter in length and one foot narrower. The 
middle platform, in other words, is eight feet long and three 
feet wide, the top platform is six feet long and two feet wide. 

10. Chrome plated circular supports one-half inch thick, 
ten inches high and six inches wide. These supports get two 
inches smaller in height as they step up. 

On the opposite page are four of my 1930 Christmas trims, 
and if you will follow my idea very closely you will be able 
to visualize the 1931 display and at the same time learn 
where I obtain the material used in their construction. 

1. The waved corrugated background effect will be taken 
from my 1931 fall backgrounds and will need but little con- 
struction for Christmas adaptation. The actual backgrounds 
of the fall windows consists of three panels with stepped, 
illuminated glass panel effects on each end. The Christmas 
background will use these two glass panels in the center of 
the background with corrugated panels on each side. 

2. The “bunny coat” display shows where I will get most 
of the material to cover the merchandise display platforms. 
The black velvet will also be used to cover the niches. 

3. The chrome pipes in last year’s windows will be cut 
to size and used in various displays for fixtures, also for 
decoration. 

4. The 1930 Christmas wreaths will be used again this 
year in the center of the background panels. 

5. The Christmas bell groups will be cut down and used 
on each side on each end of the large platforms. 
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—While the black velvet, holly wreaths, 
chrome rods, chrome bells and silver leaves 
will be taken from these windows revamped 
and used in the 1931 Christmas displays, a 
study of these four windows will probably 
prove worth while. The bunny coats, for 
example, show up to exceptional advantage 
against the black velvet curtain in this 1930 
display. The chrome-plated bells with red 
lights, and a green wreath with a big bow of 
red ribbon, lend a very enticing suggestion 
for a “Bunny Coat” as a “Christmas Gift”— 





—As this interesting display of hosiery and 
gloves resulted in increased sales in the 
various accessory departments, a study of its 
features will prove helpful. Notice, particu- 
larly, the grouping of the chrome rods. Notice 
the three chrome pipes in the background and 
in front on each side; also the platform, fix- 
tures and clusters of bells ... all are made 
of three rod units. It took weeks of planning 
to get the desired effect, but the results from 
this one display was worth the extra efforts. 
Do you remember the hosiery hand fixtures? 
They’re the hands that suggested the “Soap 
Displayer” (See the September issue of DIS- 
PLAY WORLD)— 
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—This tie window, while apparently not very 
stocky, displays over twenty-four dozen ties, 
everyone of which shows up to very good 
advantage. Wallboard cut-outs of potted 
Xmas trees are covered with ties. Chrome 
rods run between the two trees on which ties 
are hung. Two smart merchandise groups 
consisting of shirts on forms, collar stands 
and canes display the rest of the merchandise. 
This window was responsible for putting over 
a pre-Christmas sale of ties— 


—Men’s haberdashery is rather hard to display 
in a window, that is, when the display con- 
sists of all types of unassociated gifts. This 
background, however, solved the problem for 
“Roeder” in 1930. It consisted of light oak 
panels and shelves trimmed with walnut. The 
background was close to the glass, with plat- 
forms stepping up and in and shelves step- 
ping down and out. Perfect balance was se- 
cured by this odd stepping effect. Every item 
of merchandise is shown to exceptional ad- 
vantage— 
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Christmas for 
Utlities 
A REVIEW OF 


RAY MARTIN 
DISPLAYS 
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—It doesn’t matter what season; it doesn’t 
matter what utility, Ray Martin, display 
director, Consolidated Gas Company, New 
York City, can be depended upon to pro- 
duce outstanding displays. In this group 
of six trims he has worked with five differ- 
ent utilities, and the idea in each display 
is, “This Year Give a Useful Gift.” “Mar- 
tin” displays have “customer appeal,” you 
can’t get by them without looking— 
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For Display Equipment 
and Decorations 


Botanical Decorating Co. 
319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 


Chicago Cardboard Co. 
666-670 Washington Blvd. 
Art Poster and Mat Board 


Cornell Wood Products Co. 


307 N. Michigan Avenue 
Cornell Wood Board 


Schack Artificial Flower 
Co. 
319 W. Van Buren St. 


Artificial Flowers and Win- 
dow Decorations 
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Invites 
Your Patronage 


International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 


The Koester School 
314 S. Franklin Street 


Display and Card Writing 
Instruction 


National Card, Mat & 
Board Co. 


4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 


Paasche Air Brush Co. 


1902 Diversey Parkway 


Airbrushes and Airpainting 
Units 


Western Felt Works 


4131 Ogden Avenue 
“Acadia Brand” Felt 
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Our Christmas 
Ensemble 


Designs 


HAT are you going to do about your Christmas 
background? You are going to do something, of 
course, but what? Are you going to try to use 
last year’s holly wreaths that you didn’t take care 

of and that are looking rather the worse for wear? Are you 
going to build an elaborate background display, or has your 
Christmas budget been cut and you must resort to your re- 
sourcefulness if your store is to have a Christmas front that 
will look fresh, different, clean-cut and also reflect a modern 
Christmas atmosphere? 

Every displayman envies the background displays of large 
department stores—stores whose display budgets enable the 
displaymen to have large Christmas trims. Most of the small 
town displaymen wish for elaborate merchandise displays, but 
as wishing has never, to our knowledge, produced a real back- 
ground display, why not let the ensemble background designs 
give you a Christmas front that will be different, effective, 
smart and extremely modern. 

We want to caution you against one thing—do you recall 
the ensemble background effect reproduced in the September 
issue of DISPLAY WORLD—the background in the actual 
window. If not, refer to that article. It was on page 16. 
Notice the background in the window. It is composed of 
three ensemble panels and harmonizes with the entire display. 
The displayman who executed this trim showed excellent 
taste when he covered the permanent background with dark 
material in front of which the ensemble panels stand—stand, 
blend and do not detract from the merchandise displayed. 
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—Rather a _ departure 

from the old conven- 

tional holly and candle 
stick idea— 





—Just a little forest 

scene, but picture it in 

red, green, silver and 
blue— 
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A BOON TO DISPLAYMEN 


Inexpensive, easy to use, and a color range 


that suggests new effects every time it is used.” 


Window display of Hart, Shaffner & Marx 
clothes, using brilliantly colored Billowpak 
for pillars (with electric lights inside) 
background and panel for lettered card. 
The A. E. Starr Co., Zanesville, Ohio. 





‘est 
in 
and 


ILLOWPAK is the new colored decorative 

material for window and interior display. You 

can make easels, panels, pedestals, backgrounds, 

lamps, translucent screens, floors, cut-outs. A wide 

range of colors and patterns is available. The play 

of light and shadow on the corrugated surface 
gives an unusual richness. 

Billowpak is astonishingly easy to use. With 
just two paper clips, for instance, you can form 
a beautiful pillar or pedestal which will support 
considerable weight. Very novel effects are ob- 
tainable with the air brush. And Billowpak dis- 
plays keep beautiful for many weeks. 

Some displaymen have obtained unique effects 
by painting silhouettes or color illustrations on 
the back—placing a light behind the translucent 
Billowpak. . 

You will have to see Billowpak to realize fully 
its richness and the simplicity with which you 
can achieve a wide variety of displays. Mail the 
coupon and we will send color samples, prices, etc. 


[LLOW PAK 


3 REG. US. PAT. OFF. AND FOREIGN COUNTRIES 


THE NEW COLORED DISPLAY MATERIAL 





















says: C. M. Shrider, Display 
Manager, The A. E. Starr 
Co., Zanesville, Ohio 


Half-size photo of 
Billowpak ; comesin 
rolls 40 inches wide, 
10 yards long, in ; ; ‘ 
many colors, rainbow, marble, interesting seasonal designs, as well 
as silver and gold. Also Cellophane faced in colors. 





KIMBERLY-CLARK CORPORATION, Mfrs., Neenah, Wis. 
Address nearest sales office at: 
8 S. Michigan Ave., Chicago 122 E. 42nd St., New York City 


Send samples of Billowpak; colors. 





Company 





Attention of 





DW-10 


Address 
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—Christmas wouldn’t be 
complete without a deer, 
so, the ensemble back- 
ground makes the above 
suggestion— 


# 
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—The simplicity of this 

star panel is very evi- 

dent; its construction is 
also simple— 
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Most displaymen would have probably placed the panels in 
front of the permanent background and let it go at that. 

That is the trouble with too many backgrounds. Display- 
men just let them go at that and as a result the effect is not 
finished. The customer is left to bridge the gap between 
permanent and decorative background effects and sometimes 
the breaks are too severe. When a decorative background 
suggests an interior effect the result isn’t bad, but when an 
exterior effect is suggested the break seldom shows good 
taste on the part of the displayman. 

The Christmas ensemble background effects suggested this 
month will be in just as good taste as the individual display- 
man makes them. If the exterior effects are produced in 
exterior colors and placed in front of the permanent back- 
grounds, poor effects are likely to result. We can hear you 
saying, “But how can we secure an attractive Christmas back- 
ground without buying a lot of material to make curtains, 
and if we don’t use curtains or cover our permanent back- 
grounds with wallboard or some other material, how can we 
obtain a real seasonable display?” 

Unfortunately, not every store has a set of window cur- 
tains that can be used for background work, nor will stores 
spend the necessary money to install plain wallboard panel 
backgrounds in front of which temporary backgrounds can 
be used with good taste. In fact, if a wallboard background 
is installed the windowman might just as well build a sea- 
sonable display—it would cost but little more—but have you 
ever thought of using crepe paper? 

Most department store displaymen will throw up their 
hands in horror at the thought of crepe paper. We do not 
blame them but we are not referring to the crepe paper 
effects produced by drug and cigar stores. We are referring 
to a twisted and crinkled fringe curtain effect, an effect that 
will hang from the ceiling, about twelve inches from the per- 
manent background, can be illuminated from behind, and i 
front of which ensemble or other background effects can be 
used with excellent taste. 

If you doubt the effect possible, just try it out in one 
window. If the effect is produced properly a beautiful dis- 


(Continued on page 64) 
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Exquisite 
I Christmas Display Cards 


To Make Yours The 
CHRISTMAS STORE 


Pasmticits premier line of Christmas Ready-to-Letter Show Cards for 1931. This 
years assortment of designs includes snappy numbers with a dash of the modernis- 
tic—dignified cards of striking beauty and simplicity—as well as conservative designs 
with new adaptations of the conventional holly wreaths and candles. Whatever 
your taste may be, we are sure you will find just the card to harmonize with your 
plans for Christmas decoration. Highest quality cardboard is used, and your card- 
writer will enjoy lettering them because of their exceptionally smooth surface. 
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a Lackner 1931 Line Without An Equal 


is not 





chai The LACKNER line of Christmas Display Cards has always been the superior 

ne line. They have won the favor of the largest stores and leading displaymen, 

en an who use them from year to year. This year they excell in beauty and design. 

good Truly they will make yours THE CHRISTMAS STORE IN YOUR CITY, at 

int a cost that is within the means of every store. 

splay- 

di WIDE RANGE OF SIZES—These cards come SUPER DE LUXE—Also a super de luxe line 

twin in both landscape and upright style in the fol- of these Christmas Display Cards on heavy 

back- lowing sizes: 31%4x5%, 5%x7, 7x11, 11x14. matboard and in embossed effects. 

3 Price ticket size, 234x3'%, landscape only. 

wie Large size 9x19 and 14x22, upright only. All IMPRINTING FREE—On all orders amount- 
| are produced in four colors, including gold and ing to $50.00 and over we will imprint your 

y cur- | silver. firm name without extra cost. This is a new 

er | fcature of great value to you. 

Son WINDOW CUTOUTS—Beautifully processed 

round on gold and silver matboard, size 114%x13¥, EXCLUSIVE USE—Another big advantage 

Mee with the center died out and backed up with in selecting Lackner Christmas Display Cards 

es matboard insert of another color, easel is that you get the exclusive use of one design 

their mounted. ° for your city, provided you order early. 

Jo not 

ae | CATALOG FREE—A beautiful catalog showing all designs in full color will 

t that be sent upon request to any retailer or displayman. Write for it TODAY. 

ie per- 

& in 

a3 THE LACKNER PRINTING COMPANY 

in one 


Pioneer Producers of Ready-to-Letter Display Cards 
19 W. PEARL STREET CINCINNATI, OHIO 
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Gift Displays 


—How do you intend to present your gift dis- 
plays this Christmas? Will you use the same 
old flat, uninteresting window filled with unas- 
sociated items, or will you build unitized back- 
grounds in front of which concentrated dis- 
plays of unassociated gift items can be made? 
This Lord & Taylor, New York City, display 
suggests but one of several different ways to 
present the unitized gift window idea— 


—This “Roeder” display of handkerchiefs is 
not new, but we do not think DISPLAY 
WORLD readers have seen it. But, whether 
a similar display is produced in your windows 
this Christmas, imagine the following ar- 
rangement of a background for gift merchan- 
dise: The window will be divided into three 
units by building wallboard walls which will 
follow the line formed by the hanging “gift” 
letters. Stepped displays will be used in each 
end unit on which small ware merchandise 
will be shown. The center display will be built 
on a platform and will show larger gifts— 


—J. L. Dexter, Hartley’s, Fairmont, W. Va., 
is responsible for this interesting Xmas dis- 
play of Roseville Pottery. The candle- 
stick and unitized background is in silver 
and red. The five_stars are in red and each 
star is equipped with a flasher which works 
automatically. The fixtures are built of a 
light wood and are painted black and red. 
the two tall units are glass columns with 
glass shelves— 








a 


pigs ioe. 


—From London comes this extraordinary dis- 
play of handkerchiefs. It is the work of the 
Selfridge display staff and contains over 7,500 
handkerchiefs. The question often arises 
whether this type of display sells merchan- 
dise. The mere fact that it was one of Lon- 
don’s most talked of Christmas, 1930, displays, 
and that people made special trips to see it, 
speaks of its prestige. If it didn’t sell hand- 
kerchiefs, it sold Selfridge— 


Why 
Not 


aive 
for 
Christmas’ 
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THE FOLLOWING CONCERNS ARE 
UPHOLDING NEW YORK CITY’S 
TRADITIONAL LEADERSHNF IN SUPPLY - 
ING THE COUNTRY’S DISPLAY NEEDS: 





MAHARAM TEXTILE CO. 


Distinctive Window Display Fabrics 
Write for Samples 


107 W. 48TH ST. 


MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Many New and Original Models 
Visit Our New York Studios 


MILEO—44 East 8th Street 








J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY (39th St.) 





Chelsea Botanical Products Co. 


_ Natural Preserved Imported and 
Domestic Holly Wreaths, Ropings and 
Garlands, Trees and Xmas Greens, etc. 


107 WEST 27TH ST. 





THE KERVAN CO. 


Green Grass Mats—Prepared Foliage. 
Materials for Forest and Rustic Effects 
for Display Windows, etc. 


119 West 28th St., New York City 





THE DISPLAY CENTER 


A Complete Exhibit of Show Window 
Fixtures, Mannequins and Accessories 


1440 BROADWAY (40th St.) 





MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 


THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 








Einson-Freeman Co., Inc. 

Lithographed Window and Counter 

Displays for National Advertisers 
Starr and Borden Aves. 
Long Island City, N. Y. 





Beyer Display Service, Inc. 
Creators of Show Window Backgrounds 
and Special Settings, etc. Also 
MONTHLY RENTAL SERVICE 


103 Lexington Ave. (27th St.) 
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DESPLAT 


Just “Hi-Spot” 
Displays 


By BEN ROBBINS 
PRESIDENT, 

ART PROCESS DISPLAYS, 
NEW YORK CITY 









HE virtues of mass production in displays, as in 
everything else, are sometimes offset by faults. 

The very fact that a display is intended to attract, 

interest, and influence the passerby makes it neces- 

sary to consider freshness and originality as essential factors 
in producing effective displays. “Old Stuff’ does not interest 
the public and the storekeeper who refuses to use a manu- 
facturer’s display that falls into that category can hardly be 
blamed. They clutter up his window with material which may 
be expensive but which nevertheless fails to meet the test of 
at least moderate originality. As I see it there are three 
classes of stores to whom manufacturers send their displays: 

Class C—The small dealer who fills his store and window 
with every display that is sent to him. Space in such win- 
dows mean little to the manufacturer. It is like buying a 
one-inch ad in a newspaper on a page that is filled with 
159 other one-inch ads. Too much competition to do anyone 
any good! 

Class B—The medium sized dealer who discriminates 
considerably. Only fairly good, displays will find a place in 
his window. 

Class A—The large dealer who employs regular display- 
men and who will never put a display in his windows unless 
it is really unusual. 


“Hi-Spot” 
Iced Tea Display 
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“Hi-Spot” 
Iced Tea Display 


In this connection it might be interesting to consider the 
fact that the advance releases of 1930 census figures indicate 
that approximately 80 per cent of the total retail business of 
this country is done by only 20 per cent of the dealers! I 
venture to say that these 20 per cent will be found to corre- 
spond to Class A dealers who are so discriminating about 
their displays. 

Unquestionably many manufacturers realize this situation 
and are beginning to design their displays accordingly. In- 
stead of ordering the same displays for all their dealers they 
are beginning to order class A displays for their Class 
dealers, Class B displays for their Class B dealers, and 
Class C displays for their Class C dealers. 

Among the Class A displays that we have been privileged 
to design and manufacture are the Chase & Sanborn Coffee, 
Royal Chocolate Pudding and Royal Gelatin. The Hi-Spot 
windows pictured here were made for Standard Brands, Inc. 


Iced Tea 
Display. 

This Hi-Spot display is made in three sections—seven feet 
high, five feet wide and two and a half feet deep. Very attrac- 
tive colors and brilliant lighting effects are employed. The 
entire display is finished in embossed antique silver. The 
section at the left is recessed with glass shelves forming five 
compartments for the display of Chase products. Concealed 
light in the top of the section floods the creolian blue back- 
ground with brilliant contrasting light which sets forth the 
objects on the shelves in strong relief. 

At the right the die-cut figure in three layers gives | 
unique stage setting effect. The lower part of the display 's 
transparent and is painted in twelve colors. Concealed light- 
ing behind this transparency flashes on and off and makes af 
exceptionally brilliant display. The effect of the display '5 
original, powerful and attractive. 


““Hi-S; 
Royal 


Iced Tea 
Display. 
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“Hi-Spot” 
Royal Chocolate Pudding 


- Iced Tea 
> Display. 
- We call this display our “attention-riveting” idea. It 
q consists of a two-tone, antique silver background, six feet 
# deep, four and a half feet wide and seven feet high. The 
a center recess shows a giant glass of iced tea with lemon and 
straw, all are painted on transparency in full realistic color. 
“ Concealed lighting behind the transparency plays an impor- 
i@ tant role in the success of the display as it focuses attention 
ey on the brilliantly lighted glass of tea in contrast with the 
A three receding panels in shades of blue that form the Gothic 
nd arch. 

At the top of the display is a hand-painted, die-cut beach 
eg scene. The figures are placed in four planes with waves of 
ee concealed lighting flooding each of the four planes and setting 
P off the ten brilliant colors in’ which they are painted. Built-in 
aS platforms are used for the display of merchandise. This 

display is tremendously powerful and the reader must visual- 
ize its effectiveness. A black and white reproduction does 
not do it justice. 
et 
AC Royal Chocolate 
Phe Pudding, 
Phe Picture in your mind’s eye the following construction and 
ee coloring of this Hi-Spot display for Royal Chocolate Pudding. 
led The eccentric, part oval, circular background finished in 
ck- antique silver is built against a modernistic two-tone silver 
the column. Three thick circular layers, built in front of the 
oval and shaded off in three shades of blue, give depth and 
oe Punch to the display. Behind the panel, which is covered 
y® with a transparent material, is a giant chocolate pudding. 
zht- The pudding is painted on glass and concealed lighting flash- 
: . ng on and off shows up the painting in all its beauty. 
\ S 


Velvet, spread on a raised platform, drapes off in front 
of the display. Sample packages of Royal Gelatine are fea- 
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tured throughout the display. It is difficult to visualize the 
exceptional visibility of the painted chocolate pudding as it 
flashes on and off in full, brilliant color against a jet black 
background. This is a display that truly stops the passerby. 





Royal Gelatin 
Desserts. 

This Hi-Spot display has a very attractive background. 
It is seven feet high, five feet wide and two feet deep. It is 
a four-color idea with light blue predominating. The figures 
are kept in silhouette. The lettering is black. The hour 
section is finished in silver. The six pillars in front of the 
center piece are finished in antique, hand-hammered silver. 
Each pillar contains concealed lighting which shoots upward 
through the transparencies on which the glasses of gelatin 
are placed. The color of the light corresponds with the 
flavor color of the gelatine. 

The front panel is in three layers. The front layer is 
transparent and shows a giant plate of Royal gelatin dessert. 
The dessert is painted in full colors while concealed light 
behind the transparency focuses attention on the attractive- 
ness of the dessert. This display compels attention because 
of its originality and powerful execution. 

The Hi-Spot type of construction in window display offers 
new fields for the ingenuity of artists who can adapt them- 
selves to its imaginative technique. 

These Hi-Spot displays commend themselves particularly 
to manufacturers because they not only find their way into 
the windows of the best stores but are novel and original 
enough to attract and interest the passerby—which is exactly 
what every manufacturer and retailer is aiming at. At the 
same time, by dividing the display appropriation among A, B 
and C displays, more money can be used for the A displays 
without increasing the total amount of money spent. 

Important as Hi-Spot displays are for Class A customers, 
the Class B and C customers must not be neglected. Later 
articles will therefore outline some of the methods that we 
are using to make even the lesser displays outstanding. 


“Hi-Spot” 
Royal Gelatin Desserts 
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With New York — 
Displaymen 


By COLEMAN McCAMPBELL 


HE annual deluge of store anniversary sales is now 
rampant—Hearn’s, Arnold Constable, McCreery’s, 
Bloomingdale’s, Gimbel’s. An increasing trend is 
toward semi-permanent backgrounds of white. 

Three of the latest to join this vogue are Arnold Constable, 
Emily Shops and Ovington’s. Other stores which have been 
more or less “white” for some time include Stern’s, Sak’s 
Fisth Avenue, Lord & Taylor’s, Macy’s and Gimbel’s. Chalk 
or plaster white apparently serves as the most consistently 
effective foil for modern display of the greatest variety of 
merchandise—particularly when varied with colorful panels, 
wall drapes and other accoutrements to fit individual schemes. 


Best’s. 

The large corner window. A splashy red background. 
White floor. Life-size mannikins emerging from huge rec- 
tangular wooden box crates, the latter standing upright on 




















—An increasing trend in 
New York displays is to- 
ward semi-permanent back- 
grounds of white. Chalk or 
plaster white apparently 
serves as the most consis- 
tently effective foil for 
modern display of the 
greatest variety of mer- 
chandise, particularly when 
varied with colorful panels, 
wall drapes and other ac- 
courtements to fit individual 
schemes. This background 
at “Stern’s” but suggests 
the vast number of effects 
possible in this new trend— 
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end and lined with paper that fairly crackles. The savoir 
faire of the mannikins undisturbed as they hold their various 
postures. Dangling from a hand of each a card label of red, 
white and blue, designating whether the model worn is a 
copy or original. The result, a startling window, simple and 
dramatic in idea. At present a long front window focuses 
on shoes and hats. White units with large recessed panel 
flanked by two broad panel side supports are used. For 
shoes, the center panel contains the caption, “Which will it 
be—a pump? An oxford? An open sandell?” With three 
photostat illustrations to correspond. The side panels have 
shelves of shoes and on the floor a two-tier platform is 
sprinkled with more shoes. For hats, the center panel is com- 
pletely filled with a photostat of a woman’s head and hat. 
The caption, “Twenty Grand—A hat, a horse, a winner!” 
This hat in different colors is featured for all types of sports 
and town wear. In a foyer window, two droll child manni- 
kins are perched on white posts, each with a pair of socks 
suspended from a fishing pole. Other children’s socks are 
on the floor. Then there was the window with the mauve 
background, against which were exhibited purple frocks, the 
legend being, “Is a new Mauve Decade beginning?” 


Arnold Constable. 

One hundred and fourth anniversary. This fact is em- 
blazoned in red on flat yellow background panel insets. On 
each panel appears a dark brown silhouette of a woman’s 
figure in old-fashioned attire. The words, “Come—Share— 
Save,” serve as a slogan. The walls and sides of the win- 


—“Franklin Simon” displays 
are reviving an old art. Do 
you remember the beautiful 
and startling effects pro- 
duced by burnt wood de- 
signs? Well, that’s how 
“Franklin Simon” display 
panels are produced. Some 
of the panels resemble 
stained glass windows in 
their brilliant, yet strangely 
subdued, coloring; others 
depict autumn scenes of 
woods and mountains— 





Octe 


dows 
bulg 
Addi 
elle 
tions 


Giml 
E 
large 
side 
meta 
panel 
The | 
platfc 
[In so 
shiny 
Gimb 
an en 
leathe 
brow! 
respei 


Macy 


TI 
is da 
tones 
Acros 
letter: 
ings | 
blank 
Each 
with « 
ing 0! 
left-hz 
brown 
ing sp 
that f 
least € 
do no 
Other: 
than v 


Sak’s 


A « 
the flo 
grounc 
consist 
This 1 
labeled 
ornam«e 
head « 
slightly 


Betty | 

Spo 
out ho: 
six rou 


Russek 
A p 
Huge : 
These 
Valenci 
Russek’ 
the wor 
of silve 
deep. | 
distance 
either s 


Frankli: 
A se 
Into wo 
brilliant 
scenes | 
(Contin 








.. Ge, fe. . wr ee See ee oe ee 


w 


om @ & m4 


|= 


, 


wn 


l- 


78 
10 
ul 
O- 
e- 


ay 
ne 
le 
in 
ly 


of 





October, 1931 


dows are plaster white and have rounded convex corner 
bulges. Four parallel nickel bars function as border accents. 
Additional displays at the store formerly occupied by Bonwit 
feller at Thirty-eighth Street contain small poster reproduc- 
tions of the background panels. 


Gimbel’s. 

Eighty-ninth Gimbel’s anniversary sale. These words in 
large cut-out red letters of wood dominate every window, 
side and front. They are sprawled across six horizontal 
metal tubes. These are supported with two tall upright side 
panels of blue lacquer, about seven feet high, set edgewise. 
The base is a sort of kidney formation of wood with double 
platform, the top areas of blue and the side areas of black. 
In some windows the bars are of copper brass; in others, of 
shiny nickel. Earlier in the month four windows featured 
Gimbel’s new $22.50 men’s clothes shop. In each there was 
an enormous shadow box unit of wood, covered with a brown 
leatheroid fabric. This served as a nucleous for grouping of 
brown suits in one window and blue, gray and dress suits, 
respectively, in the other three. 


Macy’s. 

Three windows with large flat panels. In one, the panel 
is dark brown at top and a lighter brown at bottom. Two 
tones of gray and green are employed for the other windows. 
Across the upper surface of each panel is inscribed in bright 
lettering, “Macy’s New 1931 Whitby’s.” Appropriate group- 
ings of costumes are shown on mannikins. Neatly folded 
blankets are hung to form a concave three-tier cascade. 
Each row a solid color—lavender, green, pink. Surmounted 
with delicate cut-out legend in blue. To offset the advertis- 
ing of competitors, Macy’s resorts to its windows. In the 
left-hand corner of each, pressed flat against the glass, a 
brown placard carries this copy, “Many stores are advertis- 
ing special sales. Read their advertisements—then remember 
that for years it has been Macy’s policy to undersell by at 
least 6 per cent the marked prices of all its competitors who 
do not sell exclusively for cash. We are not infallible. 
Others may on occasion sell merchandise at prices lower 
than we do. But only until we find it out.” 


Sak’s 34th St. 


A corner window. A medial placard resting upright on 
the floor. Four tubes of paint airbrushed in gray on a white 
ground. A woman’s head emerging from each tube and 
consisting of a cut-out applique of fabric the right shade. 
This legend in crimson, “Bright Pastels.” Another window 
labeled, “Brown and Brass,” emphasizing the fad for brass 
ornaments on brown hats, dresses, bags, etc. A glittering 
head of hammered brass placed against the background 
slightly to one side. 


Betty Wales. 


Sport dresses. Caption, “Three styles, six colors.” Cut- 
out horizontal lettering with vertical strip border at side of 
six round plaques of actual fabric for illustration. 


Russek’s. 


A pink beige background labeled, “It’s a wine season.” 
Huge and picturesque sketches in brown of four wine jugs. 
These were marked “Burgandy, Claret, Cherry, Brandy, 
Valencia. Another window, Russek’s Mink. The word 
Russek’s was in fairly small cut-out black letters and atop 
the word Mink, the latter being very graphic in wood letters 
of silver. These letters were three feet high and over a foot 
deep. They were fastened securely to the rear wall some 
distance from the floor. Mink coated mannikins lined up on 
either side. 


Franklin Simon. 
_ Aseries of notable panels reviving the art of designs burnt 
into wood. Some resembled stained glass windows in their 
brilliant, yet strangely subdued coloring, and depicted autumn 
scenes of woods and mountains. One, for a hat window, 
(Continued on page 43) 
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Nat-Mat Showcard Board 


For Fall displays; Silver, Gold, and six 
beautiful colors of Wood Design. Samples 
are free. 


Local Dealers in all principal cities of the 
States and Canada featuring quick de- 
liveries and consistent prices. 


National Card, Mat & Board Co. 


MANUFACTURERS 
4318-36 Carroll Ave., Chicago, IIL. 
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SPANJER BROS. 
MODERNISTIE 


Display Letters 
an On OR OLOMES 











ALL STYLES—ANY QUANTITY 


Write for Prices and Other Information 


Newark, N. J. Chicago, IIl. 




















VA 
READY TO LETTER 


) Price Tickets and Display Cards 


In All Sizes—Big Stock on Hand 
Send for Samples Today ! 


R. MARCHETTI & BRO. CO. 
42-44 Bond St. New York City 














The Fountain Air Brush 


The World’s Standard Air Brush for Over 40 Years 
Greatest Durability for Show Card and Sign Writers. 


Illustration 3/5 actual size, 














When properly repaired Thayer & 
Chandler Airbrushes are the equal of a 
new Brush—Easy to handle and keep 
in order. 


Thayer & Chandler 


NEW ADDRESS: 910 West Van Buren St. Chicago 

















LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 
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Interior Displays 
of Crepe Paper 


CHRISTMAS interior of crepe paper 
is not suggested because of a con- 
servative, almost pinched display 
budget—although a crepe paper in- 

terior will cost far less than an interior of elabo- 
rate Christmas effects—rather, as a departure 
from the conventional. We have been so accus- 
tomed to seeing the same old Christmas interior 
ideas carried out in scores of stores that we 
believe these suggestions will prove a welcome 
contrast to the old. It isn’t necessary to com- 
ment on their effectiveness. Any displayman 
can visualize crepe paper arches between the 
columns on the main floor and it will take but 
little imagination to picture beautiful effects. 
Speaking of heautiful effects, a word of caution 
will prove invaluable—a crepe paper interior, 
while very inexpensive, is just as effective as the 
displayman is capable of making it. 

When we say a crepe paper interior is just as 
effective as the displayman is capable of making 
it, we mean, crepe paper fringe if cut in wide 
strips will have a tendency to look bulky and 
clumsy, while crepe paper fringe if cut too nar- 
row, while very beautiful, will prove impractical. 
A narrow fringe is too difficult to prepare. It 
means countless hours of pasting to secure the 
arch effect; hours that would run the cost of the 
display into exhorbitant figures, unless the arches 
are prepared far in advance and while the display 
force isn’t busy. The best width fringe to use is 
one-half inch. Three-quarter-inch fringe can be 
used, but one-inch fringe will prove too heavy. 

As the majority of displaymen are probably 
wondering how a crepe paper fringe arch can and 
should be made, we refer you to the article on 
that subject. It covers complete instructions, and 
if these instructions are followed diligently no 
trouble should be experienced in preparing an 
interior display. 

While we have only suggested three crepe 
paper arch effects, countless opportunities are 
available. The interesting point about crepe 
paper arch work is that any type arch can be 
cut—be sure you know the type arch wanted. 
Crepe paper can only be cut once. In other 
words, once the design has been cut, if it is too 
short, the damage will have been done and a new 
arch will have to be made unless you want to go 
over the entire effect and paste an additional 
piece oi paper on each cut end—a job that would 
probably run into more time than the pasting up 
of a new arch. 

Crepe paper arches can be used alone, or 
other decorative effects like leaves, holly, stars, 
etc., can be incorporated into the display. When 
other decorative effects are included and hung 
on the cord or wire supporting the arch, they 
must be made as light as possible. It will be best 
if any additional effects are used to hang them 
on separate wires. If the additional effects are 
cut from lightweight cardboard or paper, they 
can be pasted or pinned on the arch and addi- 
tional wires or cords will not be. necessary. 

A heavy cord will be the best material to use 
in making the arches. Wire can be employed but 
it is likely to knot or tangle when the arch is 
being hung. While wire will not stretch, cord, if 
any sag appears, can be tightened up if one end 
is left long and fastened at the base of column. 
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—The old conventional Xmas interior of holly 

wreaths and candles becomes very passe when 

one views the startling effects possible with crepe 

paper arches. So many different designs are pos- 

sible that one almost becomes confused; the only 

important consideration, however, is that each 
arch be the same design— 
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—Visualize the above design worked out in dark 
resemble the sky—and silver stars. 
True, it is a radical departure from the old red 
and green idea, but you must be different now- 
adays if your store is to secure customer atten- 
Should you prefer, the stars in this arch 
design can be gold instead of silver— 
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—The third design suggested above but hints at 

the vast number of effects possible. It isn’t neces- 

sary that the ends of the crepe paper fringe be 

cut triangular, they can be cut square as sug- 
gested in the top drawing— 
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State Color Wanted. 


SCHACK ARTIFICIAL FLOWER CO. 
wncalie tes tees St. C H I C A G O 










Illustration above shows the corruga- 
tions in Schack’s FLEX-O-PAK 
which gives such a beautiful effect. 
Comes in Christmas Red or Green. 


319 W. Van BurenSt. 5th Floor 


DISPLAY WORLD 


For Window and 
Store Decoration 


Schack’s FLEX-O-PAK is adaptable for mak- 
ing all kinds of illuminated light shades, panels, 
screens, posts or full background effects. 


Front surface is deeply corrugated while the 
back has a plain surface which makes it ideal 
for painting or air-brushing shadow effects, 
silhouettes or any other design. 


FLEX-O-PAK comes in rolls 39 
inches wide by 10 yards long in 
bright Christmas Red and 
Green. Soldin full rolls only. 


$950 


Per Roll. 
State Color. 


Loop Salesroom 


Send For It Today. 
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FLEX-0-PAK 







Send For 
Schack’s 
New Christ- 
mas Book Of 
Decoratives Just 

Off The Press. It’s 
Free For The Asking. 




















Women’s ThiHi 
As attractive as a perfectly proportioned leg is 
this attention-compelling form. Height, 23 in. 
Price, $9 pair. 


High - Pressure Salesmen 
that never object to Overtime 


Tue silent salesmen work from early morning until the 
window lights are put out at night. They work effectively, too. 
Stores everywhere have found that there’s no better way to display 
hosiery than on these balanced, life-like Fairy Forms. 

Fairy Forms are as easy to clean as a porcelain dish. They are 
smooth as porcelain, too—they can’t injure the most delicate 
chiffon. Instead of a glossy finish, they have a soft sheen—ideal for 
displaying the new lustreless hosiery. They are modeled from a 
nicely shaped leg and foot. Poised on their toes, they suggest 
action—and get attention. 

Fairy Forms are effectively used to dis- 
play hosiery, shoes, or both in combina- 
tion. Write to-day for free booklets. Sold 
by jobbers everywhere. 





SHOE FORM CO.. Inc., Auburn, N. Y. Men’s CalfHi 
Licensed Manufacturing Branches: This form is ideally suited 
UNITED LAST CO., LTD. Montreal, Que. for displaying men’s hose. 


Northampton, England Paris, France 





Frankfort, Germany Melbourne, Australia Height, 11} in. Price, $5 pair. 
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DisPlay 
Woriad 


FOR MERCHANTS — DISPLAYMEN — ADVERTISERS 
Title Registered U. S. Patent Office 


Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 


H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 


OUR PLATFORM 


. The Development of Window Display Advertising. 

More Display Cooperation by Manufacturer and Merchant. 
. Advancement of the Display Service Business. 

. Practical Service to the Display Profession and Industry. 
. Appreciation of Display’s Power in Merchandising. 

. Absolute Independence of Our Editorial Columns. 

The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit maau- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 
50c Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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GERMANY, FRANCE 
AND ENGLAND 

A report of a trip made by three German displaymen 
through England and France where display developments 
and methods were studied, should be of great interest to 
DISPLAY WORLD readers. A study of the report reveals 
that German displays have progressed to a point far in 
advance of England’s—and I will say, America’s—conception 
of modern merchandising display methods. 

Just how long it will take American and English display- 
men to equal German display ingenuity is a matter worth 
serious thought. Speaking for America: “Until displaymen 
wake to realize that other countries are doing a display job 
no one in this country has been capable of duplicating, much 
less equaling or bettering, and that new ideas of merchan- 
dise presentation have been created and are proving tremend- 
ous sales producers, our windows are not going to show very 
much progress.” 


THE MODERNISTIC 
IDEA 

DISPLAY WORLD sometimes thinks that our slow dis- 
play progress isn’t as often the fault of the displaymen as it 
is of the store owner. German displaymen were among the 
first to introduce the idea of modernism in merchandise dis- 
plays, and when America finally awoke to the realization that 
a new form of display art had been created, certain of our 
stores were quick to study, copy and even better the mod- 
ernistic idea. 

But most merchants and displaymen threw up their hands 
in horror and said: “Thumbs down on modernistic displays.” 
As a direct result, while German displays advanced through 
the modernistic and extreme age to good taste in a rational 
version of the modernistic idea known as modernism, the 
majority of our displaymen and merchants are still won- 
dering what modernistic displays are all about. DISPLAY 
WORLD will venture to say that more than 75 per cent of 
America’s retail stores cannot tell the difference between a 
modern and a modernistic display—and there is a tremendous 
difference. 
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THE CONTINENTAL 
IDEA 

German displays continued to advance. Not being satis- 
fied with displays reminiscent of the modern period, a new 
type of display idea was developed. For want of a better 
name we will call it “Continental.” The best way to describe 
this idea would be that it dramatizes the merchandise. Fix- 
tures are not considered as part of the merchandise display 
and in many instances are dispensed with entirely—the mer- 
chandise being displayed in a modern, continental manner 
from the ceiling, walls and floor and on supplementary dis- 
players; displayers usually composed of wall board cut-outs 
of gigantic replicas of the merchandise which show the 
goods; or, which make geometrical designs, that when placed 
at odd angles and positions form objects on which the goods 
is pinned, stacked and hung. 

Perspective has been introduced in these displays and in 
practically every instance merchandise is shown within six, 
and sometimes even two and three, inches of the window 
glass. Old ideas of merchandise, form and placement have 
been discarded and in a silk window, for instance, instead of 
using the old conventional idea of a group of elaborate drapes, 
the fabric presents geometrical sweeps of line and form, and 
customer attention is concentrated by startling contrasts in 
goods rather than by weak attempts of new drape ideas 
employing old display methods. 


WHAT IS AMERICA 
GOING TO DO? 

We wonder what American displaymen will do to uphold 
the dignity and superiority of American displays in contrast 
to continental ideas. That certain displaymen are striving to 
develop, master and better the idea is well known to DIS- 
PLAY WORLD, and DISPLAY WORLD readers are going 
to wake, one of these days, to the realization that the con- 
tinental idea has hit home. What the ultimate development 
will be is very hard to say, but merchandise effects heretofore 
only dreamed of will become excellent portrayals of Twen- 
tieth Century merchandising, and not stark realism of bad 
continental display developments. 


WHAT DID THE 
REPORT SAY? 

Thinking that some of our readers would like to ponder 
over the actual report that has prompted this editorial, parts 
of it are printed below: 

“Three German displaymen made a trip through England 
and France to study display developments, and on returning 
to Germany commented that Germany is far ahead in win- 
dow displays than either France or England. They feel that 
French display show more skill and psychological insight into 
correct display methods than do the British. The main 
criticism made of British displays is that the majority of 
trims seem to be merchandised on the theory that it is good 
policy to present as much miscellaneous goods in a window 
as possible, and that very little attempt is being made to 
arrive at a definite state of order or concentrated appeal. 

“While they do not go so far as to say that the more 
advanced German method of showing very little merchandise 
even in large windows is definitely better than the British 
method, they say that it at least keeps merchandise from 
deteriorating in the windows, through the action of dust, sun- 
light or artificial illumination, and as for the rest, their claim 
may be justified that a restricted display of goods in a win- 
dow is likely to attract greater attention than a more or less 
motley array of almost everything that is carried in the store. 

“It was particularly characteristic,” they say, “that many 
British retailers still utilize display figures dating from about 
1903, that the modern figure as widely used in Germany is 
hardly known in British shops, except in one or two large 
Oxford Street stores. 

“It is the result of their observation that window displays 
in British stores could gain a lot of modern ideas were 4 
party of British displaymen to visit Germany not only to sec 
some of the local windows, but also to visit modern Germa' 
display schools; schools where they can learn the latest there 
is to learn in display.” 
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“What's Doin’?” 
By “Billy Bill” 


’ HERE are so many anniversary sales going on in 
this man’s town that me thinks they should supply 
customers with roller skates, enabling said cus- 
tomers to glide from store to store to determine 

where the best bargains are; or they should stagger their 

anniversary events, which might be a better idea. Here are 

1 few of the stores “anniversary minded”: Arnold-Constable, 

McCreery, Gimbel Bros., Hearn’s and Loeser’s. 

Leo Courtemanche, for many years display manager for 
the Globe Stores, Scranton, Pa., passed away Sunday, Septem- 
per 20. Leo, always an I. A. D. M. booster, will be missed 
at conventions with his big “Tom Mix” Stetson and his good 
fellowship. Our sincerest sympathy to Mrs. Courtemanche. 

Nat Siegel (that salesman person), has been “hopping 
around” like the proverbial “one-armed paper hanger with 
the hives” trying to land a certain chain store position, and 
if Nat doesn’t land it damn soon he’ll have the “gang” and 
myself imagining we have the “itch’ or “Saint Vitus Dance” 
or “D-T’s’ or “something.” 

The “Emily Shops” of Thirty-seventh Street and Fifth 
Avenue, New York, engaged just about the best specialty 
shop displayman in the business in turning their windows 
over to this fellow “Dickerson.” Dave had plenty of real 
experience under Tra Chambers while display manager for 
Frank R. Jelleff, Inc., Washington, D. C., and if Dave de- 
veloped one-half of “Tra’s” uncanny “sixth sense,’ look for 
“what the outstanding display and style features will be 
three months before the other fellow does it.” If Mr. Dick- 
erson can be happy and content in his new job and become 
accustomed to missing taxi cabs by a “hair’s breadth,” Fifth 
Avenue will see a “different kind” of window. 

Bumped into that “Hock” fellow the other day, too, up 
on Broadway. Yeah, he’s still “dragging ’em out and sticking 
‘em in” for Clemons Clothes Shops. Lou tells me, too, that 
his firm is spending $35,000 for radio broadcasting this year, 
and no part of his salary was pilfered to put it over, either. 
I always said this “guy” had luck. 

Ran into “Bill” Hart of “Women’s Wear” recently, (Bill, 
by the way is one of the star reporters on N. R. D. G. A. 
affairs) and he along with myself were sure enthused over 
the fact that I. A. D. M. Secretary Foley has been very much 
on the job in reference to that N. R. D. G. A. affiliation, and 
of Mr. Foley’s report to President Schmidt on his interviews 
with D. F. Kelly, president of N. R. D. G. A., and Channing 
Sweitzer, director of that organization. Just between you 
and me “Jim” I hardly think my little “say so” in August 
DISPLAY WORLD called for a bracketed (“and assure a 
certain Mr. Bill’). Knowing you as I do, I never for one 
moment doubted that you would see to it that this idea would 
be given every consideration and brought to the attention of 
the I. A. D. M. officers and executive committee for a thor- 
ough, sensible going over. Far be it from me to as much as 
insinuate that you may be somewhat prone to broach this 
phase of business. I full well know you are 100 per cent on 
the job and are always ready to further any good idea that 
may prove of benefit to the individual displayman. 

Received a call from our old friend Harold Messmore 
the other day in reference to interesting New York display- 
men in an “unemployment drive” through their windows. The 
displays to be similar to the Liberty Loan drives during the 
war. Dean Frankenthal, president of the Metropolitan Dis- 
playmen’s Club, will announce a special meeting at which 
time it is hoped to formulate some real “go-gett’em” plans. 
Let's get behind this thing fellows and make some real 
“bang-up” effort. 

Fred Johansen, having admitted he is the “best ?”: display- 
men in the whole United States (ask him if you don’t believe 
it), is now on the road for J. B. Williams to prove that he 
Is also the “best” salesman in the same whole United States. 
Well here’s hoping “Fred” ole boy, o-boy. 
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No. 4060, Bird’s-Eye Maple, $15 
Dull Nickel 


“Sketches showing some 
of the latest ideas” 


USE SET PIECES 
FOR DISPLAY 


SELL"BY DISPLAY 
Use Attractive Fixtures 


Write -for a Copy 
of our Booklet 
“Modern Display” 


HUGH LYONS & CO. LANSING, MICHIGAN 


485 FIFTH AV. §S2 CHAUNCY ST. ‘31° MERCH. MART. 
NEW YORK BOSTON CHICAGO 
MEMBER ‘'NAT'L DISPLAY EQUIPMENT ASSOCIATION” 
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Who They Are 
and What They 


Say 
C. M. SHRIDER 


THE A. E. STARR COMPANY, 
ZANESVILLE, OHIO 


SKETCH NO. 78 


OT long ago I was especially interested in reading 
one of DISPLAY WORLD’S “Who They Are 
and What They Say,” the writer stated that he 
got in display work at the age of fifteen. I repre- 

sent the other extreme—being thirty when the fever got me. 
In most cases, too, they were already working in a store 
when their opportunity came—I had to, literally, crash the 
gate to get in, even after being loaded down with ideas from 
a window display school. 

I am a descendent of a long line of farmers, yet at an 
early age I exhibited a talent for art. Art in a farm boy is 
not considered very much of an asset, and having no money 
after finishing school to complete an art course, I started 
farming on my own “hook”—as they called it in those days. 
Several years later I gave up farming and went to Zanesville 
where I worked in a tile and pottery factory. All these 
years, however, the longing for work of an artistic nature 
never left me, 

In the meantime I had become interested in show card 


—C. M. Shrider proves that he is a 
creator of the first water by this original 
“Billow-Pak” background— 
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work and learning that this work was taught in display 
schools and that the two were very closely allied, I packed 
my bag, went to the city, enrolled in a display school and 
prepared to become a “Window-trimmer.” After completing 
the course I was handed the usual line about what a won- 
derful student I had been, but that in my case it was going 
to be very difficult for me a get a job because I had no 
store experience—store experience when I enrolled was un- 
necessary. I realized that if there was to be any job I would 
have to land it myself. Three months later I secured a 
position in Colorado, later on, one in Boise, Idaho. 

There was not very much window space at my first job. 
Selling was more important than display, but after several 
months I realized I was more interested in display work than 
in salesmanship, and that I would have to locate in a larger 
store if I intended to devote all my time to display. The 
disappointments that I experienced during the next few years 
were about enough to cure me of any further desire for 
display work—but I had gone through too many crop failures 
on the farm to give up yet. (Continued on page 35) 
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| Course by mail--lf you wish | 





A NEW REVISED 
COURSE IN-- 


MODERN 
PUBLICITY 






MILLIONS ARE BEING SPENT IN 





SALES PROMOTION WORK! JOIN OUR 





8 WEEKS’ COURSE 


AND PREPARE 





FOR THIS LUCRATIVE FIELD 





A Lesson a Day for 8 Weeks 


The mechanics of Newspaper Advertising, the 
layout sheets—rules—boxes—measuring space— 
cuts—type—and copy. Practical work and lec- 
tures with trips through the Chicago Tribune 
and Daily News. 


Subject of Sales Promotion Work—Booklets 
—Stuffers—Circulars—Sales Letters and Insti- 
tutional Copy. Trips through Printing Plants 
and Advertising Depts. of Stores. 


Fifty-two practical lessons with illustrated 
charts to be completed outside of Class Hours. 





Letter from a Graduate 


Gentlemen: Downs, Kansas. 
The criticism and suggestions given on the ad 
I sent in and your letter of the 29th have taken 
much time and thought and I want you to know 
I appreciate very much this additional service. 
Just let me say there is more thought and real 
effort going into my ads than at any time since 
I have been in business; but, it is much more 
than being paid for in additional business com- 
ing. The results are nothing short of marvel- 
ous and I attribute it all to the help given me 
from the Koester School of Advertising Course. 
I sincerely hope you are getting as much inter- 
est out of it as I am. 
Very sincerely yours, 
(Signed) C. M. Lessenden. 





School Instruction and Mail Courses in 


Modern Display and Show Card Writing! 








THE KOESTER SCHOOL 
314 8. Franklin Street, Chicago 


Instruction Department of United Business Publishers, Inc. 
SBS SS SS SS BST BS SS BBS SBS Be Eee 


INQUIRY COUPON 





The Koester School, 314 S. Franklin St., Chicago 
Please send details on courses checked 


[-] Window Display Name 
[| Advertising 
“| Card Writing Town 
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Autumn Displays 
In Detroit 


By F. E. WHITELAM 


RACTICALLY all of the stores in the metropolitan 
section featured outer apparel, including gowns 
for daytime and formal wear, fur-trimmed cloth 
coats and suits and wardrobes especially planned 

for the college woman and sub-deb. For the most part, back- 
grounds were comparatively simple, in keeping with each 
store’s September sales promotion, of which there were many. 
Fashion right merchandise at a low price was the central 
theme of apparel displays (both for men and women), truly 
in perfect accord with the economic trend of the day. 


Hudson’s. 

The outstanding September sale is always found at Hud- 
son’s—this year their Fiftieth Anniversary. Although the 
advance publicity of this event was far below the pretentious 
offerings of other years, the initial opening following Labor 


—“Founder’s Month” was 
presented very attractively 
at “Kern’s” by Wm. Hooper, 
display director. A group 
of well planned displays 
appeared in front of back- a 
grounds on which cut-out aS 


letters featured the mer- as 


chandise presentation. The 
Ai 


slogan carried throughout 

h : 

the windows and ads was, q EW 
fees) 


“Prices Are Down—Profit 






by the Proof.” This setting 
continued throughout the 
entire month of September— 
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Day drew thousands of devoted customers. In all of the 
sale windows the same type of background was used. The 
whole effect of dignity and super values was achieved by the 
careful use of a plain compelling center unit, a massive gold 
frame, twelve inches in width, behind which dark blue velour 
curtains fell to the black carpeted floor. In front of this 
setting a massive, six-sided, dull black pedestal carried the 
dates, “1881-1931.” 

This massive pedestal served a double purpose in each 
display; the top being used to display interesting articles 
of fifty years ago, coinciding with the late 1931 merchandise 
grouped in perfect display contrast. A few of the more 
interesting groups follow: General musical instrument dis- 
play, with center unit of classic old wind and reed instru- 
ments. Millinery of the 1931 vintage contrasted vividly with 
the period of fifty years ago. Infants wear display with 
center unit of an old-fashioned baby buggy. Electric appli- 
ances of modern type, contrasted with old hand-propelled 
sweepers. Other displays were of shoes, gas stoves, furni- 
ture, lamps, china, yard goods, dresses, coats, luggage, men’s 
hats, men’s clothing, each with a well chosen unit to amplify 
the fifty years of Hudson’s business career. 

Placed almost against the glass of each window was a 
slanted walnut board some ten inches in width running the 
entire length of the window, on which, in antique gold 
shades, raised wood letters spelled, ‘“Hudson’s 50th Anni- 
versary.” 

(Continued on page 48) 





















—The same type background 
was used in all of “Hud- 
son’s” 50th Anniversary dis- 
plays. It consists of a 
massive gold frame, twelve 
inches in width, behind 
which dark blue velour cur- 
tains fall to the black car- 
peted floor. In front of this 
setting a massive, six-sided, 
dull black pedestal carries 
- the date, “1881-1931.” Styles 
of fifty years ago were dis- 
played in each window on 
the pedestal, and served as 
a striking contrast to 1931 
styles— 
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Our copy of The Window DISPLAY MAN- 
UAL has just arrived and I wish to send 
immediately my congratulations. The Manual 
has been awaited many years, so long in fact 
that it had begun to seem improbable that 
anyone would ever write it. Out of the welter 
of half-formed ideas which have been ex- 
pressed before, you have chosen wisely and 
clarified immensely, and in addition the book 
is filled with original ideas as well. 

Your section on “The Future” should be 
read by every displayman, manufacturer, na- 
tional advertiser and magazine editor who is 
interested in retail store displays. IT PRO- 
VIDES A POINT OF DEPARTURE FOR 
ALL OF US, AND PROVIDES EACH WITH 
A BETTER APPRECIATION OF THE 
OTHER’S PROBLEMS.—Barret Lyons, Secre- 
tary-Treasurer, Hugh Lyons & Co., Lansing, 
Mich. 


A quick perusal of The Window DISPLAY 
MANUAL was all that was necessary for the 
writer to determine that this book will find a 
niche in every displayman’s library. 

I contemplate using The Manual at our 
Saturday morning display sessions. That is, 
having my assistants read it aloud. In this 
way, each and every one will gain the full 
importance contained in the fundamental 
work. 

The Window DISPLAY MANUAL is a 
worth while contribution to my own personal 
display library.—Klement Kieffer, Jr., Display 
Director, The Kleinhans Co., Buffalo, N. Y. 


I have before me a copy of The Window 
DISPLAY MANUAL, which, I am sorry to 
say, I at first glanced through quite hurriedly. 
However, on going over chapters 8 to 19 a 
little more carefully I found many helpful 
suggestions. The Manual does give one a 
ciear understanding of the fundamental re- 
quirements of window display. It covers the 
subject very thoroughly.—R. D. Van Sand, 
Display Director, Kimbel Brothers, New York 
City. 


A copy of The Window DISPLAY MAN- 
UAL reached us today and in going over it 
briefly, it looks good. In fact, it appeals to 
certainly comprehensive.—Arthur H. Brayton, 
us as being very complete, very forceful and 
Editor, Dry Goods Merchants Trade Journal, 
Des Moines, Iowa. 


I have looked over my copy of The Window 
DISPLAY MANUAL very carefully and I 
feel, very definitely, that you have made a 
splendid contribution to the display field. 
There was surely a need for a complete man- 
ual covering modern display methods.—L., S. 
Janes, National Display Division, Sears, Roe- 
buck & Co., Chicago, III. 


DISPLAY WORLD 


Several important promotions have pre- 
vented a careful study of The Window DIS- 
PLAY MANUAL. However, in perusing the 
publication I was immediately impressed with 
its genuine sincerity and its close adherence 
to fundamental fact. The foibles and fetishes 
so prevalent in many other works were no- 
ticeable by their total absence. 

I would: recommend The Manual as an ideal 
textbook for the beginner . . . at the same 
time realizing that ... MANY OLD-TIMERS 
COULD MOR EFIRMLY ESTABLISH THE 
COURAGE OF THEIR CONVICTIONS by a 
study of its pages.—Carl H. Shank, Display 
ee Stix, Baer & Fuller Co., St. Louis, 
Mo. 


I am firmly convinced that The Window 
DISPLAY MANUAL will make a mark in 
display history, furnishing as it does many 
important and essential ideas concerning dis- 
play which have not previously been made 
clear. 

There is an inspirational something about 
the book that causes one to think and get 
new slants on old opinions of display work. 

After I have had an opportunity to go over 
the book more carefully I am going to com- 
ment specifically on certain phases of the 
work that it covers. I think it is a splendid 
contribution to the field of display and will 
be so considered by all people REALLY IN- 
TERESTED, DIRECTLY OR INDIRECTLY, 
IN THE DEVELOPMENT OF DISPLAY 
WORK AND DISPLAY MERCHANDISING. 
—J. Duncan Williams, Display Counselor, 
Chicago, II]. 


The Window DISPLAY MANUAL is a real 
find. The contents of the book are truthful 
as well as educational. I not only recom- 
mend it to the display profession, but to 
every business man who considers window 
displays an important factor in modern mer- 
chandising.—E. R. Dean, Display Director, 
The Dayton Co., Minneapolis, Minn. 


In my opinion I have found the Window 
DISPLAY MANUAL tto be the finest book 
of its kind ever published. It is not only a 
great credit to you but to the profession as 
well. I like the general ‘get-up” of the book 
very much. It should not only be of great 
assistance to the beginner but to the expe- 
rienced displayman as well. 

Chapters 8 to 19, containing the fundamen- 
tals of display, are worth the price of the 
book alone. Every displayman should have 
a copy of this Manual in his display library. 
The demand for this book should exceed your 
expectations.—C, A. Smith, National Display 
Counselor. 


I am sure that The Window DISPLAY 
MANUAL will prove of great interest to the 
display profession and to the merchants as 
well. Personally, I believe that it will make 
enough and self explanatory enough to be 
gaged in the work. Certainly it is simple 
better displaymen out of the men already en- 
followed by everyone who is the least bit 
interested. 

I was particularly impressed with the or- 
ganization of The Manual, which shows, step 
by step, the process of properly presenting 
merchandise in display windows. 

All in all, I would say The Window DIS- 
PLAY MANUAL IS THE BEST BOOK I 
HAVE SEEN PREPARED FOR EDUCAT- 
ING AND ASSISTING DISPLAYMEN.— 
Carl V. Haecker, Ass’t Sales Promotion and 
Advertising Manager (Retail Stores), Mont- 
gomery Ward & Co., Chicago, III. 
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Il have just read The Window DISPLAY 
MANUAL from cover to cover and you are to 
be congratulated. It is a wonderful book and 
I feel that every displayman should have a 
copy of it. IT IS A BOOK WHICH MUST 
BE READ TO BE APPRECIATED.—A. 
Roeder, Display Director, The Wm. H. Block 
Co., Indianapolis, Ind. 


I have read several chapters in The Win- 
dow DISPLAY MANUAL, particularly Chap 
ters 8 to 19, and have recommended the Man- 
ual to my staff. I consider it as the leading 
contribution of its kind to the display pro- 
fession.—Jerome A. Koerber, Display Director. 
Strawbridge & Clothier, Philadelphia, Pa. 


Your Window DISPLAY MANUAL is the 
first real presentation of display information 
I have ever read. I feel certain every dis- 
playman will find it of great value in his 
work.—J. H. Richter, Display Director, The 
Fair, Chicago, II]. 


It was indeed a splendid surprise when I 
learned that one so well qualified as Jack T. 
Chord was willing to devote the necessary 
time and energy in producing The Window 
DISPLAY MANUAL. It was a far greater 
surprise, however, when on receiving the book 
to see to what great length you have gone in 
compiling data and information . . . and the 
wonderful manner in which you have ar- 
ranged and presented it. 

I think you have been extremely modest in 
terming it a Manual. I would prefer Encylo- 
pedia ... for it treats on the entire cycle of 
art as applied to the profession of display. 
It is a most comprehensive summary of 
knowledge of display in all its branches. You 
have attempted great things, and you have 
put it over. 

The Manual has come at a most opportune 
time. In this period of rapidly changing 
modes and styles of decoration, unless one is 
thoroughly grounded in the fundamentals— 
which the Manual brings out so well—and 
knows every phase of display work, one is in 
grave danger of going entirely ‘‘hay-wire.” I 
know that the Manual will have a great 
stabilizing effect, and a healthy reaction 
should result as it gets into the proper hands. 

I am very pleased to add it to my little 
“five-foot” book shelf of window knowledge 
. . . and without reservation acclaim it by 
far the BEST and MOST HELPFUL treatise 
yet attempted along this line of endeavor. 
It will meet the need of every displayman, 
merchandiser, merchant, and should receive a 
hearty respons from everyone associated with 
display.—O. Wallace Davis, Director of Dis- 
plays, H. Batterman Co., Brooklyn, N. Y. 


I wish to congratulate you on your wonder- 
ful book, The Window DISPLAY MANUAL. 
It is, indeed, the best and most complete 
book on display that I have ever read.—J. E. 
Coleman, Advertising and Display Manager, 
National Bellas Hess Co., Asheville, N. C 


I have read with much interest and am 
firmly convinced that your achievement, The 
Window DISPLAY MANUAL, will make a 
pleasant permanent mark in display history. 
You have given what I consider an encyclo- 
pedia for those interested directly or indi- 
rectly in the development of display merchan- 
dising and display work. 

It will meet the most needed demand from 
all interested in merchandising and I wish 
to compliment you very highly on your mas- 
terpiece.—F. A. Roades, Director of Displays, 
Indianapolis Power and Light Company, In- 
dianapolis, Ind. 








A Combined Text and Reference Book, 
Complete in Text—90,000 Words— 
More Than 450 Illustrations—Attrac- 
tive, De Luxe Cloth Binding—Will 
Prove Its Value on Sight. 


$ Per Copy 
°F Postpaid 


Order Your Copy NOW! 





tension, a cash saving of $1.00. 


BOOK ORDER BLANK 


THE DISPLAY PUBLISHING CO., Cincinnati, Ohio. 


Gentlemen: Enclosed find money order for $500 for one copy of The Window DISPLAY 
MANUAL, by Jock T. Chord. Please ship at once to: 
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SPECIAL COMBINATION OFFER—By adding $2.00 to the price of the book, a total of 
$7.00,. we will include a subscription to DISPLAY WORLD, either new, renewal or ex- 
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—On seeing the excellent “Billow-Pak” 
background in “Shrider’s” fall display of 
clothing, we wrote for his ideas on Christ- 
mas backgrounds. He sent us the sketch 
reproduced above and we but ask our 
readers to visualize the effectiveness of the 
“Shrider” Christmas displays— 


About this time I located with a dry goods, cloak and suit 
house in Steubenville, Ohio. Experience had taught me the 
value of combining advertising with display and my knowl- 
edge of the latter came in very handy when two weeks after 
I had arrived on the job the advertising manager left and 
I was appointed to supervise that department in connection 
with my display work. The new activities did not worry me. 
Rather, they gave me the opportunity to secure valuable 
experience in advertising and selling, experience I needed be- 
fore I would be capable of handling the position I had set 
as my goal. 

During the four years I remained in Steubenville, my 


E/ 


Christmas 


ROBES 


~ WHAT GIFTS THEY MAKE 
— WHAT MARVELOUS VALUES! 


oY Q) 


—Shrider” 
plans on using 
“ Billow - Pak” 
for cards, and 
the card shown 
here suggests 
his use of this 
new display 
material— 





knowledge of merchandising, advertising and display grew. 
I believed that by trying t6 develop advertising and display 
to their highest degrees of efficiency my advance would be 
rapid. I soon began looking for a larger field and on asking 
lor a letter of recommendation was told to go to the stenog- 
tapher, dictate anything I wanted to say about myself and 
they would sign it. So, I had the distinction of dictating my 
own recommendation, and this from a store that had been 
making two and three changes a year in the display and 
advertising departments. 

From Steubenville I came to Zanesville and have been 
With the A. E. Starr Company fourteen years. Here I am 
(Continued on page 55) 





WORLD 








ELEKTRA 
Christmas Cutouts 


Have No Fear For 


Slashed Display Budgets 


























Design No. 65—30x40 in. 


Design No. 60—30x40 in. 
Decorated in 6 colors 


Decorated in 6 colors 





Design No. 55—30x40 in. 


Design No. 90—30x40 in. 
Decorated in 6 colors 


Decorated in 7 colors 


Here is a line of display units that every store 
needs and can afford. The new, low prices make 
it possible for you to make your store abound in 
Christmas spirit and atmosphere even with 
slashed display budgets. 


Processed in six or more colors, they achieve 
those colorful effects so essential for the holiday 
season. There are many designs to choose from. 
Furnished plain or completely wired for electrical 
illumination. 


Write at once for illustrated folder and prices. 


Elektra Department 


BUCKBEE-MEARS MFG. CO. 
St. Paul, Minn. 
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Christmas Cards 
By “Dutch” 


—Whether its cartoons or cards 
“Dutch” sure knows his pen work. 
These cards are excellent exam- 

ples of balance and layout— ' 
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—It’s surprising what a little touch 

of airbrush work can do to a card. 

The effect above is that of concen- 
tration of message— 













MATCHED SET 


Pow 


s - 2% starchless 
: A MORE cae. neckbancL, 
COMPLETE =. 3 serviceable 
REVIEW , ae anc. smart —The modern type card is sure to 
=. 3 be in vogue this Christmas. Distinc- 


tive arrangements are certain to 


attract attention— 








“RISTO. 































—“Gifts for the Boy” and if 
the gifts are as attractive as 
the card, happy indeed will be 
the boy. This card has ex- 
cellent balance—the message, 
with the candle—and while the 
airbrush work focuses atten- 
tion on the candle, it provides 
a heavier background for the 
lettering— 
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—Whether the gift is for 
Father or Sister “Dutch” han- 
dles the problem with perfect 
taste. The “Aristo” card has 
a definite, rough, masculine 
appeal, while the “Hose” card 
is surely feminine. Study 
“Dutch’s” pen work in these 
cards. Study the perfect draw- 
ings of the shirt, golf bag and 
clubs, lettering, etc., then you 
will begin to appreciate what 
good pen work can mean to 4 
show card— 
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Christmas Time Is 
“Harvest Time” 


By GEORGE H. LACKNER 
LACKNER PRINTING CO., 
CINCINNATI, OHIO 


HRISTMAS time in the retail field is considered 
“Harvest Time.” Regardless of the size of the 
store, the retailer invariably does a greater volume 
of business during the holiday season than at any 

other period of the year. The public is in a real “buying” 
mood. Everyone is on the trail of gifts for family and friends 
and naturally, each store makes a special effort to attract 
customers. Displays are fuller—counters and cases are 
heavily laden with new merchandise—and everywhere show 
cards are used in greater profusion as aids to quick pur- 
chasing. 





























Show cards are “eloquent silent salesmen” and just as 
the well-dressed salesman has a better chance to “put it 
over,” just so the well-designed display card does its job 
mere efficiently. The lettered cards shown are typical de- 
partment store examples given increased eye-appeal by the 
cheery, effective designs. They have sufficient color to attract 
and at the same time are dignified and simple enough to give 
Prominence to the message. 

(Continued on page 41) 
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Put LIFE in Your Displays 
with BOOK-O-MATIC 























OKOMATIC 


i CK 


IT MOVES—IT ATTRACTS—IT SELLS 
Handsomely finished in gold and red this advertising machine is 
suitable for the most dignified of show window, fair and booth 
displays. Has eight pages for hand lettered copy and has loose leaf 
rings so that messages may be changed. With BOOK-O-MATIC 
you can tell a story in eight scenes or can picture your product in 
eight different ways, or you can tell of eight products in an unusual 
and unforgettable manner. Pages reverse together, message repeats. 
Book Size 24”x16°; Page Size 1042”x14’”— 
Operates on 110 Volt A. C. or D. C. 
Price $45.00, F. O. B. N. Y. City, Extra Leaves $1.00 Per Set 


A FEW BOOK-0O-MATIC USERS 

United Fruit Co. Empire Trust Co. 
Western Union Tel. Co. Hamburg American Line 
Singer Sewing Mach. Co. Brunswick Radio Corp. 
Waterman Pen Co. Doubleday Doran & Co. 
Eastman Kodak Co. De Laval Separator Co. 
Thos. A. Edison, Inc. S. S. Kresge Co. 
General Foods Corp. Bank for Savings 
Gotham Silk Hosiery Co. 


Erisman Adv. Display Co. 
61 WHITEHALL STREET, NEW YORK 


Also Manufacturers of 
ACT-O-MATIC FLASH-O-MATIC THERMATIC 


Motion Displays Automatic Controls Motor-Less Movements 


























MB New! Modern! Artistic! 
ee ; No. 1500 Stand in 
Square Material Fin- 
ished in Chrome and 
Ebony ... Variety of 
Tops for All Mer- 
chandise. 
No. 1500 S 
for SHOES 
No. 1500 H 
for HATS 
No. 1500 A 
for ACCES- 
SORIES 
No. 1500 M 
with 3 Shelves 
for JEWELRY, 
ete: 
No. 1500 T 
for TOILET 
GOODS 


Any of the 


above units, each 


$9.00 


For holiday dis- 
plays we offer these 
at a discount of 
25% from this 
regular low price. 


Cincinnati Show Case & Display Fixture Works 
232 MAIN STREET CINCINNATI, OHIO 
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Felt for Modern 


Displays and Its 
History 


(Editor’s Note: This is the third of a series of four 
articles on felt. W. L. Stensgaard and Associates have 
furnished the material for the modern use of felt, while 
the Western Felt Works, Chicago, have furnished the 
story and illustrations for the history of felt.) 


HRISTMAS displays for 1931 are going to be very 
interesting to watch. Felt is going to be used in 
many new, different and effective ways. It will 
appear on backgrounds as merchandise messages ; 

it will inform the customers of Xmas departments, values, 
gifts, etc. It will be used for decorations and will form 
countless background designs of holly wreaths, candle sticks, 
Christmas scenes, etc. It will be used for window floor and 
display plaque and platform coverings. Felt will enable the 
clever displayman to reproduce an effective Christmas display 
this year at but a fraction of the cost of the 1930 display. 


Felt in 
India. 

Felt appears to have been known in India in ancient times. 
Nearchus, who accompanied Alexander the Great on his ex- 
pertdition to India and as admiral of his fleet in 325 B.C., 
reports that the inhabitants of India understood the art of 
felting wool. It is on record in the Chinese Annals of the 
Tang Dynasty that in the beginning of the period Tien-pao 
(A.D. 742-756) tribute gifts were dispatched io the imperial 
court by the king of the Island of Ceylon, and among these 
presents pieces of white fe‘t figured conspicuously. 

In India felt is at present manufactured in Ladak, Jeypore, 
Rajputana, Hyderabad and several other places and is used 
for blankets, carpets, cushions, beddings, cloaks and leggings. 
Colored wool is often used with great effect in producing 
patterns on the surface of the material. 
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—Felt hat worn by Tibetan Priests— 


The Chinese Buddhist pilgrim Fa Hien started in A.D. 399 
on his memorable long journey to India overland from China 
by way ot Central Asia, of which he has left a fascinating 
account. Passing through the kingdom of Shen-shen, south 
of and not far from Lake Lob (Lob-nor), he made this entry 
in his diary: “The clothes of the common people are coarse, 
and like those worn in our land of Han (China), some wear- 
ing felt and others coarse serge or cloth of hair; this was the 
only difference seen among them.” 

This is the earliest account of the use of felt in a region 
of what is now Chinese Turkestan. Turkestan means “Land 
of the Turks.” At the time of Fa Hien’s visit, however, 
Turkestan was not yet conquered by Turks who were then 
confined to southern Mongolia, but was densely populated by 
Iranian tribes. These, like ourselves, belong to the Indo- 
European family, and enjoyed a highly flourishing civiliza- 
tion. 

The Iranian stock at that time covered an immense ter- 
ritory stretching from the confines of China on the east 
through the plains of Chinese and Russian Turkestan far 
into the steppes of southern Russia; for the Scythians so 
called by the Greek historians are members of the same 
group, and all of them are close relatives of the Persians. 

All the tribes belonging to this great Iranian family were 
active and energetic producers of felt, and it may even be 
that they were the initiators of the technique; certain it is 


MANDALAY 


UNDERWEAR 


BREEZE 


SOFT AS A TROPICAL 
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—This illustration shows an effec- 
tive felt poster that was produced 
by W. L. Stensgaard & Associates 
for Carson, Pirie, Scott, Whole- 
sale. It features Mandalay un- 
derwear and has been designed 
and built to be knocked down and 
shipped. It fits into a small pack- 
ing case which is shown in the 
photograph. The center panel of 
this display is of black felt, while 
the design is worked out in 4 
colorful design— 
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that woven rugs and carpets were first produced in their 
midst, and it is quite probable that carpet-weaving sprang 
up after and as a consequence of felted rugs. It stands to 
reason that it was Iranians who invented felt. 

The Iranian felt industry is signally confirmed by the 
combined testimony of Chinese and Greek observers. Ac- 
cording to the Chinese Annals of the Tang Dynasty, the king 
of Sogdiana, who resided at Samarkand, was in the habit of 
wearing a felt hat adorned with gold and precious stones. 


Felt in Religious 
Ceremonial. 


The Persian Magi, the priests of Zoroaster, wore high 
turbans of felt. The Lycians who accompanied Xerxes, king 
of Persia, on his expendition to Greece, were clothed with 
felt caps surrounded by plumes. The Persian soldiers in 
Xerxes’ army wore light and flexible caps of felt which were 
called tiaras. The Medes and Bactrians were equipped with 
the same kind of headgear as the Persians. The Armenians 
were also stvled “Wearers of Felt.” Strabo characterizes the 
Persian cap as “a felt in the shape of a tower” and adds that 
these caps were necessary in Media on account of the cold 
climate. 


The king of Persia was distinguished by a stiff felt hat 
which stood erect, whereas his subjects wore their tiaras 
folded and bent forward. Xenophon alludes to felted quilts 
manufactured in Media and spread out as couches or rugs 
on the ground to sit upon. The Medes also availed them- 
selves of bags and sacks made of felt, and the Persians used 
felt also for the trappings of their horses. 


—Felt cap worn by 
Lycian Guards— 





—Rainproof poncho of 
felt—Tibetan— 





Earliest Felt Remains 
Now in Existence. 

Sir Aurel Stein succeeded in wresting from ancient refuse 
heaps and buried temple-ruins of Chinese Turkestan numer- 
ous remains of old felts which are described in his monu- 
mental work “Serindia.” These, in all probability, are the 
earliest felt remains now in existence, that have survived the 
ravages of time, and are preserved in the British Museum. 


Of felt pieces and fragments discovered by Sir Aurel Stein 
in Chinese Turkestan may particularly be mentioned a felt 
pad of kidney shape covered with buff silk; a conical head- 
gear in carefully gored yellow felt shaped like a Phrygian 
cap; shoe-soles; a fragment with a wave-scroll pattern in 
thin crimson felt sewed on; fragments of felt dyed yellow, red 
and scarlet; small pieces of yellow felt paint on a tempera 
surface with floral and geometrical designs in a variety of 
colors, and many others. 

With reference to Stein’s discovery of crimson felt it may 
not be amiss to call to mind the purple or scarlet felt used for 
draping the funeral pile of Hephaestion when this friend of 
Alexander the Great died at Ectabtana in 324 B. C. and was 
interred at Babylon with splendid obsequies by order of his 
master. 
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ACADIA 


BRAND FELT 


THE IDEAL DISPLAY MATERIAL 
@ 


UNEXCELLED FOR 
Every Display Application 


Background Coverings Poster Panels 
Floor Coverings Cutout Letters 
Ensemble Panels Applique Effects 


a 
“ ACADIA BRAND” Felt 


Over 80 colors carried in stock 
—edges do not fray—can be 
furnished in cut lengths. 


e@e 
WESTERN FELT WORKS 


Established 1899 
MAIN OFFICE AND EASTERN OFFICE 





MILL AND WAREHOUSE 
4131 Ogden Ave. 42-44 East 20th St. 
Chicago New York 


Stocks carried at: 713 S. Los Angeles St., Los Angeles, Calif.; 
1329 Howard St., San Francisco, Calif.; . 
1110 Post St., Seattle, Wash. 


Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 
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BOOK OF 


CTIRISTMAS 
DISPLAY IDEAS. 


In Colors... 


SEND FOR IT TODAY 
In writing, use your firm letterhead. 





We suggest that you wait to buy Christmas 
decorations until you have seen this book 
of new ideas and suggestions. 


Early orders insure exclusive use in your 
city of many designs offered. 


RE ATTRA SPSL LL aT TES RE ORES 


W.L.STENSGAARD AND ASSOCIATES 


981-982 Merchandise Mart CHICAGO, ILLINOIS 
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Christmas Cards 
For The Man’s 


Store 


By HARRY G. WALKER 
SCHIENBERG-QUICKSILVER CO., 
WICHITA FALLS, TEXAS 


EFORE the sweat stops dropping off 
the old brow, and the fixtures cool off 
so they can be handled comfortably 

. somebody shouts . . . Christmas! 
We look around at the old calendar and sure 
enough, it’s only so many shopping days until 
Christmas. Christmas pops up so suddenly from 
around the corner of fall displays that most card 
men find themselves hunting wildly for ideas. 
Christmas is here, but card ideas still smack of 
fall leaves and cat-tails. 


Illustrated here are three cards suitable for 
holiday displays of men’s wear. These cards 
make use of the new water-color pencils. These 
pencils are much on the order of ordinary col- 
ored marking pencils and are used like crayons. 
A few suggestions concerning their use will 
probably be in order: Go over the surface to be 
colored with the pencils; when this is finished 
the colored portions are washed over with a soft 
brush, this brings out the colors and blends the 
shades. 


The illustrations in cards Nos. 1 and 2 are 
made entirely with the pencils. The illustration 
in No. 3 is a combination of pen drawing and 
water color pencil work. The cards are made 
on light grey stock, mounted on cream colored, 
pebble finished mat board. The lettering is one 
stroke, round pen letters. The illustrations are 
in natural colors. 


Careful attention should be paid to be design- 
ing of Christmas cards. Men’s wear messages 
must be designed for women readers, and ready- 
to-wear cards, for the most part, must be di- 
rected to men. In the choice of illustrations it 
is better to use something in close keeping with 
the merchandise to be displayed rather than a 
Santa Claus head or the overworked candlestick 
idea; however, these have their places in toy 
and furniture displays. Copy for Christmas cards 
should be clean-cut, short and forceful; rushed 
shoppers must be able to grasp the message on 
the run. 


Cards of the type illustrated should be used 
early in the season to introduce and feature the 
better merchandise. Their first appearance should 
follow Thanksgiving. They should be continued 
until lack of time and last minute price appeal 
forces the use of bolder sale cards. 
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tenrts 


—“Walker” cards are always interesting. 
He seems to secure that certain touch of 
masculinity so vital to ‘men’s cards— 














—We asked “Harry” to make up these 
Xmas cards for the October issue and he 
cooperated splendidly; therefore, we must 
excuse the slip of two “the’s” in this card— 



































—Whether the illustration is bold in design 

and occupies considerable space on the 

card, or small, “Walker” placement secures 
perfect balance— 
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BOSTON DISPLAY MEN’S 
CLUB 

The first meeting of the Boston Display Men’s Club was 
held Wednesday, September 23, at the Boston City Club, the 
new club headquarters. Frank J. McCann, display manager, 
Sears, Roebuck Co., recently installed as president, was 
chairman of the meeting. 

The speakers were E. Eugene Umlund, advertising man- 
ager, Kennedy Clothing Co. Mr. Umlumd discussed the 
relation of his trade to display. F. Wyllys Emery of the 
Boston Institute of Advertising spoke of the cooperation be- 
tween the advertising and display departments of any firm. 

The new officers, in addition to President McCann, are: 
Edward Sherman, Kennedy Co., vice-president; Walter Kel- 
ley, F. W. Delano Co., treasurer, and John J. Waite, James 
W. Brine Co., secretary. 


JOHN CISSKI 

The display profession will be grieved to learn of the fatal 
accident of John Cisski, manager, window display department, 
Metropolitan Building Department, Seattle, Wash., Saturday 
afternoon, September 12, while putting the finishing touches 
to the shingling of his home, Mr. Cisski fell from a scaffold 
striking the cement walk. He was immediately taken to a 
hospital where he was found to be suffering from fracture of 
the skull, from which cause he died a few hours later. 

When but a boy Mr. Cisski’s natural talent for decoration 
became apparent. When fourteen, he began work in the win- 
dow display department of one of Chicago’s largest depart- 
ment stores where his unusual skill and artistry soon won for 
him a recognition which but few in his field have attained. 

Attracted by the originality of Mr. Cisski’s work in Chi- 
cago, the manager of one of Seattle’s popular department 
stores induced him to come to that city some twenty years 
ago. His service there was notably successful. 

On heading the Metropolitan Building Department’s dis- 
play division thirteen years ago, Mr. Cisski found a field 
which further developed his versatile talents. There his re- 
sources and ingenuity were constantly called upon for new 
ideas to meet the demands made by the variety of shops in 
Metropolitan Center. His skill in individual treatment of 
window decoration and display was evidenced in all his crea- 
tions. His unusual ability in this work contributed much to 
the distinction which these shops have long enjoyed. 


Christmas Time Is 


“Harvest Time” 
(Continued from page 37) 

There are designs embodying modernistic as well as con- 
servative adaptations of the Christmas symbols and each store 
may have exclusive use of the design they select in their city. 





Cat black lettering 
fog tag 
WA loyed mn 
Ccovative Caras 
SUC AS THES, 

















To know that these same designs may also be printed on 
tinted matboard in shades of buff, light green, gold, silver, 
tan and gray, is a revelation. This makes it possible to have 
display cards that harmonize perfectly with the decorative 
scheme you are planning. 

The cards are made in every practical’size from the sixty- 
fourth sheet, size 234x344, to the half-sheet, size 14”x22”. 
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Daily’s Christmas 


Display Cards 
Colorful ! 





Economical ! 


CHRISTMAS BUSINESS GETTERS 


Here’s the way to save time, money and hours of work in 
preparing business-compelling and attractive Christmas Dis- 
plays. Use Daily’s Display Cards ... in a wide variety 
of sizes . . . many attractive decorative designs in four 
colors .. . printed on six-ply cards. The perfect answer to 
all Christmas window and counter display needs. 

Send for my illustrated booklet containing sizes, prices 
and color reproductions. 


Bert L Datly « 


he House of Perfect Stroke Brushes and Suppli 
126 TOI3O E.THIRDST. DAYTON, OHIO. 
































_ Sign and Display Work 


| Speed Up your 
| 
~ with FLASHOGRAPH 











FLASHOGRAPH plus the Silk Screen 
Method enables you to turn out better signs, 
cards and display work at MAXIMUM speed 
and MINIMUM cost. Try FLASHOGRAPH 
... the quick, economical modern way! 

Complete Outfit, including material for 75 
stencils and 1 yard KRESSILK (with com- 
plete, easy instructions).............. $10.00 


IN ADDITION-.- 


| 
KRESSILK PRODUCTS, Inc., can supply || 
you with all necessary materials for work || 
of this character. A Service Dept. is main- || 
tained for your convenience. Consult your | 
dealer, or write direct to... | 


Kressilk Products, Inc. 
71-73 Murray St., New York City 
“Everything for Process” 
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1932 Display Trade 
Exposition 


By I. L. BRADFORD 
‘SECRETARY, N. D. E. A. 


ISPLAY equipment manufacturers in their efforts 
to show and demonstrate their ideas and designs 
to you and other buyers individually, each season, 
have come to realize it is impracticable to do this 

effectively under existing conditions. Salesmen find it impos- 
sib e to carry the entire line of their concerns on their road 
trips, and you are handicapped in your selection by not being 
able to make your choice from a complete season’s line. 


In order to give all buyers the opportunity of viewing 
entire lines at one time, leading display equipment manufac- 
turers have planned to hold a complete.exposition each year 
in one of the important market centers. Eventually this 
plan may be developed so as to provide for two expositions 
each year in different sections of the country. The first 
exposition under the auspices of the National Display Equip- 
ment Association will be held in Chicago in 1932 at one of 
the larger hotels. 


It is conceded that the display equipment manufacturers 
of the United States lead the world in originality, artistry 
and practicability, and in holding their own exposition they 
are giving the display fraternity and merchants in general 
an opportunity of studying and learning first hand the many 
ways merchandise sales may be increased by the proper use 
of display equipmeht and display ideas. 

All manufacturers who will exhibit at this exposition are 
leaders in their particular field and their displays, grouped 
as they will be under one roof, will constitute in itself, an 
educational feature which will be invaluable to all who are 
interested in selling merchandise by display. The character, 
standing and prominence of the concerns to display their 
lines at the N. D. E. A. Exposition are a guarantee that 
all who are fortunate enough to visit the show will have the 
privilege of viewing the newest and latest ideas and designs 
with an unusual opportunity for immediate comparison. 


Plans for this immense and unusually interesting display 
exposition are well under way, and further details will be 
released from month to month as the plans develop. 


In addition to conducting an annual trade exposition the 
N. D. E. A. is devoting a considerable portion of its resources 
to research work in an endeavor to secure authoritative facts 
pertaining to the actual value of merchandise display. In- 
formation of this character has never been secured by any 
association or group, nor has the United States government 
ever made a survey of the display industry or field. The 
N. D. E. A. hopes through its efforts to eventually prove to 
merchants that display is now receiving less consideration per 
dollar of gross sales than any other form of publicity, while 
it is actually producing more business through sales than any 
other one medium. 

Replies to a recent questionnaire sent to merchants reveal 
that in many instances the store budget fails to provide 
sufficiently for the year’s display program. The N. D. E. A. 
through various channels will constantly and forcibly bring 
to the attention to those in control and passing on the budget 
that unless adequate provision is made, the display window 
cannot produce anywhere near the proportion of business of 
which it is clearly capable. 

The secretary of the National Display Equipment Asso- 
ciation with offices at 300 West Adams Street, Chicago, will 
gladly reply to any inquiries pertaining to the work being 
carried on by the N. D. E. A., or give further information 
to anyone interested in the 1932 exposition. 
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A NEW AUTOMATIC 
SIGN 

A new automatic sign, especially useful in windows, in- 
teriors and lobbies, has been introduced by the General 
Stamping Works, New York, manufacturers of mechanical 
displays. This device is used for a continuous display of 
twelve different posters, show cards, photographs, etc. Every 
few seconds a new sign appears automatically and the series 
repeats over and over again as long as the current is turned 
on. The front of the panel which is made of laminated wood 
and attractively finished makes it just as decorative for dis- 
play as it is practical for advertising. The panel at the 
bottom of the cabinet is designed to bear a slogan, firm name 
or any prominent message that one wishes to display perma- 
nently. ; 


So TROUBLE | 
PROOF 


GENERAL ELECTRIC | 
ALL-STEEL 
REFRIGERATOR 





—The cards in this automatic 
sign change one by one. The 
bottom sign is permanent— 


It attracts people wherever exhibited. The passersby are 
fascinated by the mechanical action of the signs as they 
change one by one, thereby keeping them waiting to see more 
of them. An electric reflector illuminates the sign which 
makes a brilliant display during the hours of darkness. The 
automatic sign is made in two different sizes, the standard 
show card size which is 11x14 inches and the car card size, 
11x21 inches. From the mechanical point of view, the auto- 
matic sign is simple, efficient and trouble-proof. The speed 
may be regulated by an adjustable rheostat which increases 
or decreases the speed so that the sign changes as frequently 
as desired. It can be operated from any light socket, A.C. or 
D.C. electric current, at a cost of only 3 cents a day. Further 
information on this automatic sign may be obtained by writ- 
ing to the manufacturers. 





MALCOLM TENNANT CHAIRMAN OF 
PORTLAND FALL OPENING 

Portland’s annual Fall Opening was held September 17-19, 
and Malcolm Tennant, display director, Meier & Frank Co. 
was chairman. Of the great battery of windows in Portland 
stores, Tennant’s, as usual, were the most elaborate. One 
corner display used an approach and huge columns of cor- 
rugated copper mounted with lights. Velvet columns, square 
pillars and arms of copper heavily patterned appeared in the 
smaller windows and repeated the panel effects in paintings, 
hangings and screens. 
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L. STEWART HEADS LIPMAN 
WOLF DISPLAYS 

L. Stewart, display manager, Olds, Wortman & King, 
Portland, Ore., for a number of years, resigned recently to 
become display manager for Lipman, Wolfe & Co., of the 
same city. He succeeds Fritz Von Schmidt. Mr. Von 
Schmidt has been the Lipman display head for a number of 
years, and previous to that he was with the Bedell Co. 





THE BOOK-O-MATIC DISPLAY 
ADVERTISING MACHINE 

A simple and strikingly attractive motion advertising dis- 
play has been introduced by Erisman Advertising Display Co., 
61 Whitehall Street, New York City, manufacturers of auto- 
matic controls and motorless moving displays. 

It is an eight-page display book of which the leaves turn 
one by one until the story is told, then all leaves reverse 
together and the message repeats. The moving pages attract 
attention. 

The motive power is a patented thermo-electric mechanism 
owned by the company. There is no motor, magnets, gears, 
belts or springs, requires no lubrication, operates on either 
A.C. or D.C., 110 volts. Current consumption insignificant, it 
is absolutely silent in operation. 

Loose leaf rings are attached to front panel of book, and 
the cardboard leaves are perforated to correspond. This ar- 
rangement permits removal or insertion of one or all leaves 
with ease. Pages for additional hand-lettered matter can be 
readily obtained when desired. 

Handsomely finished in gold and red with walnut legs, it 
is suitable for the most dignified show window, fair and booth 
display. A reflector of gold finish is fastened to top of book 
for illumination of pages. 

These display machines have been sold to many national 
advertisers and prominent retail stores. Full detailed infor- 
mation may be obtained by writing the company. 


With New York 
Displaymen 
(Continued from page 25) 


showed the bust of a woman outlined in brown on a panel 
of silver birch veneer. 





McCreery’s. 

Seventy-fourth anniversary sale. When first unveiled the 
current banks of windows were purely prestige and educa- 
tional in appeal. They were conspicuous in that a single 
item of merchandise was shown. Orange billboard panels 
were supported at the ends by square columns in shades of 
Egyptian red and yellow. These were outlined in black. 
The entire effect was Egyptian. On the panels was unfolded 
the story of McCreery’s progress and extensive service, a 
different message for each window. The lettering was in 
blue script and interspersed with small outline illustrations, 
semi-humorous. Merchandise is now shown in these windows 
against the same backgrounds. 


Notes at Random. 

Are men interested in how their suits are made? Evi- 
dently, judging from the mob of masculine spectators at- 
tracted by a Steinblock clothes exhibit in a Rogers Peet win- 
dow. A man was operating a wooden weaving unit for 
woolen suiting and numerous placards told of the various 
steps that it takes to make a suit of clothes. . .. Crayon 
rays created a fashion spectrum in a center panel of the ar- 
cade window of Emily Shops, each ray labeled the right 
color for current costume fashions. Caption, “The fashion 
spectrum for 1931 gives individuality free play.” Another 
caption, “The new colors, both dark and light, are spirited 
and fresh.” ... An exhibit at an I. Miller store entitled, 
“An open story in stocking smartness.” A fish net was 
draped against the background. And on three rows of blue 
cut-out waves marched leg forms wearing all types of mesh 
hosiery. Similar forms filled the floor. . Glimpsed at 
Lanson’s, “Paris flashes fashion commandments—Thou shalt 
worship Vionnet’s broad shoulder effects—Honor thy black 
heightened by color—-Covet thy neck with higher lines.” 
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A WINDOW DISPLAY 


is only as good as its 
DISPLAY FABRICS 


You owe it to yourself to see our 
striking new line for 


FALL and XMAS 
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FIXTURE 


It will pay 
you to write 
for our prices 











@® THE BRISCHOGRAPH 


For Display Men, Card and Sign Writers and Poster Artists 


Will enlarge newspaper, maga- 
Why pay more than $25 00 zine, photos or sketches of 
for a projector? Why ° 7x7 inches up to billboard 
buy a projector that does not size. Reproduces colored pic- 
use standard lamps? tures in their colors. It’s easy 
Why be satisfied with a lens to make life size posters, cut 
that covers less than a 7x7 outs and background panels. 
picture? Why have a projector Simply place picture, switch 
that cannot throw every picture, on lights, focus to size wanted 
facing right or facing left, for and draw with pencil or brush. 
instance, in scrolls or dupli- Find out what similar lanterns 
cating panels? cost. The Brischograph sells 
for only $25.00 BECAUSE YOU 


The Brischograph is the only pro- BUY DIRECT FROM THE 


jector that uses these advantages, MAKER. 
so send for our booklet showing Comes complete with switch cord 
77 users. and plug. 300 watts and Trans- 


bose Mirror with two pictures 
The Brischograph Co. — ™ position. 
92 E. Lakeview Ave., Columbus, O. 








Now in its fourth year. 








Wake Up Your Windows! 


Universal Turntables 
STIMULATE INTEREST—INCREASE SALES 
Always the best. Electricity cost less than 50-watt light. Fully 
warranted, fool proof and reliable. Rent on trial; purchase optional, 
if desired. Cash discount. 


ELECTRIC WINDOW SALESMAN CoO., 
46 Cornhill BOSTON, MASS. 








AUTOMATIC SIGN 


Displays 12 Different Posters in Continuous Succession 


Start and Stop Motion Turntable 
Write for Details and Prices 


NERAL STAMPING WORKS 
127-129 WEST TH ST. NEW YORK, N. Y. 























PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS 
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“Billow-Pak” For 
The Christmas _ 
Background 


O you know what BILLOW-PAK is? If you don't, 

it’s about time you were learning. BILLOW- 

PAK, originally intended for a decorative packing 

material, is a corrugated material that lends itself to 

beautiful and varied display ideas. BILLOW-PAK is forty 

inches wide and comes in rolls ten yards long. It comes in 

many different colors, including marble and rainbow effects, 
and, best af all, is very inexpensive. 

What has this got to do with Christmas displays? Only 
this: BILLOW-PAK lends itself admirably to window back- 
ground work and the four designs on this page suggest but 
a few of the many different ideas that can be obtained by 
clever displaymen for Christmas backgrounds. We will say 
one thing about BILLOW-PAK—if it is used in the con- 
struction of your Christmas displays you will have not only 
your most effective but your most inexpensive backgrounds. 

Just imagine for a moment the complete tie-up of effects 
possible with BILLOW-PAK. The background can be con- 
structed entirely of it, the display pedestals can be made of it, 
as can the display platforms. In fact, a strip of BILLOW- 
PAK through the center of the window on the floor will act 
as a floor covering, besides toning up and tying up the entire 
display. 

While a pair of paper clips will hold a column or a tube 
of BILLOW-PAK together for a pedestal and will support a 
twenty-five-pound weight, to do a real job we suggest that 
you cut the ends of the shape pedestal desired—round, oval, 
diagonal, square, etc.—of wallboard and use them for rein- 
forcements. A few pins driven through the BILLOW-PAK 
into the wallboard will hold the pedestals together and will 
give you a finished job that will support much heavier weights 
than twenty-five pounds. 

Should you want silver or gold decorations, secure a plain 
color of BILLOW-PAK and paint it the effect desired. Where 
a cut-out design is suggested the design will be painted and 
fastened in place. Seams will be hidden by decoration or 
strips of metal or BILLOW-PAK. 


—An extremely modern background design is 
suggested here. The colors that this back- 
ground is reproduced with will make the 
finished effect very beautiful or very ugly. 
Picture a light blue sky in which a star border 
(the star border hides the seam) and giant 
stars appear; the stars in gold. Cloud effects 
should be reproduced in dark blue and silver 
“Billow-Pak;” while the column can be silver 
or gold. If desired, the column can be elim- 
inated; in that event have the tails of the 
stars disappear in the clouds— 
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—“Billow-Pak” for Christmas backgrounds 
suggests many novel and effective ideas. The 
design illustrated above, for example, suggests 
the possibilities of relief work. Picture, if 
you can, nine reliefs in the center panel, with 
column uprights on either end. Or, two 
widths of “Billow-Pak” can be used for the 
center panel and the design can be painted on 
or the different reliefs can be cut in one inch 
strips and pasted or fastened on. The letters 
will also be cut from “Billow-Pak’— 




















—With a material as easy to handle as 
“Billow-Pak,” startling effects can be ob- 
tained. This background, while apparently 
very complicated, is very simple. Two widths 
of a plain color are used across the back- 
ground; the candle is cut from “Billow-Pak” 
as are the circular end effects. The holly 
border can be cut from red and green 
“Billow-Pak” or from a plain color and the 
design painted on. In either case, the holly 
border will be used to cover the seam— 

















—Should you prefer an old conventional 
Christmas scene, a simple and yet effective 
“Billow-Pak” background is show above. 
Two strips of “Billow-Pak” are hung from the 
top of the background; if an eighty-inch 
background isn’t wide enough for your dis- 
play, the width can be increased by running 
full width strips on each side of the columns— 
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for Better Mechanical Displays 
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You can do as much business this Xmas thru displays 
as in any other year . . . but it takes more effort. 


You Need More and Better 
MECHANICAL DISPLAYS 


Novelty and Motion Attract Favorable Attention. 
Now is the time for Something Brand New. 
We may have it in stock or we can create it to 
your order . . . but you must arrange for it NOW! 





Among Messmore & Damon’s notable creations is 
“THE HISTORY OF TRANSPORTATION” 
A universal interest builder wherever shown. Part of this 

unique presentation is available for immediate showing. 


Also in stock, a limited assortment of new and slightly used 
motion display figures, sets and animals. 


Write for Illustrated Literature 





MESSMORE & DAMON 


404 WEST 27TH STREET 


NEW YORK, N. Y. 














A NEW and BEAUTIFUL XMAS 
DECORATION for the DISPLAYMAN 


Brilliant, Modern, Unique—12 Point Metallic STARS 





PACKS FLAT—PAT. PENDING 


Ideal for Garlands, Clusters, Store Windows and Interiors 
Salesmen Wanted 


TWO SIZES—9-inch and 17-inch from point to point. 
9-inch, $4.20 doz. 17-inch, $9.00 doz. 


Silver, Gold and Assorted Colors. Send $1.00 for Samples. 


COMMERCIAL DISPLAY STUDIOS 


(798 W. 12th St. Los Angeles, Calif. 








Write Your Own 
Price Tickets and Cards 


LET JACK PAUL SHOW YOU HOW! 


Here’s The Most Remarkable Offer Ever Made! 


Jack Paul, of New York School of Poster Art and Lettering gives 
you 6 months’ instruction and in addition the school gives you 
FREE a complete professional outfit consisting of six 

8-ounce bottles of color—5 genuine red sable brushes 
and everything you need to turn out attractive display cards 
and price tickets—nothing else to buy. Enroll for this course at 
once—this special offer for a limited time only. 


Special for readers of Display World $ 
FOR ONLY 10 
Mail the Coupon NOW! 


NEW YORK SCHOOL 
STER ART & LETTERING 


334 West 44th St. New York City, N. Y. 


Send me Professional outfit for Display Men and 
enroll me for 6 months’ instruction. 

Enclosed find money order (] [1 ‘or $10.00 
As a reader of the DISPLAY WORLD send me 


additional information about your offer for 
displaymen. 
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In the Realms of 
Crepe Paper 


By H. A. HARRINGTON 
SERVICE BUREAU, 

C. A. REED CO., 
WILLIAMSPORT, PA. 


Front trim: Make a flame valance with fluted edges, the 
same design as shown in photograph, and tack against the 
front framework of the window. On each side make a set 
of light brown tubes spaced a few inches apart, and in be- 
tween same place twisted streamers of flame and Spanish 
yellow. = 

Floor and balance of window: Cover the floor with light 
brown crepe with fluted edges. On each side in order to 
complete our front trim, place Spanish yellow inverted drapes, 
two folds wide. Edge the inner edge of these drapes with 
flame tubes. (The background section is tacked in back of 
the front valance and brought to the floor back and tacked.) 
Starting approximately five inches from the center, and on 
each side, place light brown sections of parallel tubes, one 
fold wide. Place a box in the center section and cover same 
with flame crepe, with fluted edges. 

Merchandise can be arranged as shown in photograph. 
Window No. 2. 

Color scheme: Orange No. 154 and black No. 103. 

Front trim: Make an orange valance, designed as shown 
in the photograph, and tack against the front framework of 
the window. On each side place black drapes full width. 
Edge the inner edge of these drapes with orange tubes. 


—This window display features an inter- 

esting display of groceries. It also demon- 

strates the practical use of crepe paper for 
background use— 








































WORLD 


October, 193 





—The mechanical symmetry method of dis- 

play set-up has been employed in this drug 

display. The background has been made 
entirely of crepe paper— 


Background and balance of trim: In the center place an 
orange panel, one fold wide. Centered on this panel, place 
another panel one-half fold wide, of black, with rose petal 
edging. In the center of this panel place a set of orange 
tubes spaced a few inches apart, and in between same, place 
twisted streamers of orange and black. On each side of the 
center panel, place orange drapes, two folds in width, as 
shown. Edge these orange drapes with black tubes. Across 
the top place a valance of the same design as the one on the 
front framework. Cover the floor with orange fluted edge 
crepe. Along the front place a black tube with black standard 
form rosettes at each end. In each back corner place in- 
verted pyramid drape formations of orange, and edge same 
with black tubes. 

The boxes shown in the photograph are covered with 
orange and black fluted edge crepe paper, with the excep- 
tion of the one in the center section. This is covered with 
an orange drape, edged with twisted streamers of orange 
and black. 
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Scharninghausen Heads 
Coast Displaymen 


ILLIAM H. SCHARNINGHAUSEN, display director, 

Bon Marche, Seattle, Wash., was elected president of the 
Pacific Coast Association of Displaymen. He succeeds F. J. 
Portman, display manager, Turrells Shoe Co., Seattle. 
‘Harold Shallock, assistant display manager, Hudson Bay Co., 
Vancouver, is first vice-president. Other officers are: Second 
vice-president, George Mitchell, display director, Hudson Bay 
Co., Vancouver; third vice-president, J. Smith, Seattle; sec- 
retary-treasurer, T. J. Elrick. 

The executive committee consists of Fred Portman, chair- 
man; Walter Rimes and F. Tonge, Vancouver; W. Woodley, 
Victoria; Ralph Pfister, Seattle; W. W. Rowley, San Fran- 
cisco, and N. Williams, Yakima. 

This convention, which was held during the week of Sep- 
tember 24, was the eighth annual P. C. D. M. A. gathering, 
and was attended by more than fifty coast displaymen. Prac- 
tically every city of importance, from Vancouver to San 
Diego, was represented. 

An amendment to the association’s constitution providing 
that succeeding conventions be conducted on a purely educa- 
tional basis was passed. 





EDWARDS HEADS KROGER 
DISPLAY STAFF 

J. Roy Edwards, known to DISPLAY WORLD readers 
for his articles on background designs and construction 
methods, has joined the “Kroger” display staff and will head 
that division, working directly with A. E. Johnson. Mr. 
Edwards resigned his position as display director, Hess and 
Culbertson, St. Louis, Mo., to join Mr. Johnson. 

Ed knows “perspective” in displays backwards and for- 
wards. He was associated for two years with the display 
department of J. C. Penney Company, New York City, under 
Mr. Chord. We look for Ed to develop a new “grocery 
style,’ and know that “Kroger” displays will be well worth 
watching once the new department begins functioning. 





- STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 

required by Act of Congress of August 24, 1912, of The Display World, 

published monthly at Cincinnati, Ohio, for April 1, 1931. 


State of Ohio, County of Hamilton. 


Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Secretary of 
the Display World and that the following is, to the best of his know- 
ledge and belief, a true statement of the ownership, management, etc., 
of the aforesaid publication for the date shown in the above caption, 
required by the Act of August 24, 1912, embodied in section 411, Postal 
Laws and Regulations. 


1. That the names and addresses of the publisher, editor, managing 
editor and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Jack T. Chord, 
1209 Sycamore St., Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St., Cincinnati, Ohio. 

2. That the owners of The Display Publishing Co.. 1209 Sycamore 
St., Cincinnati, Ohio; H. C. Menefee, 1209 Sycamore St., Cincinnati, 
Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; Maude 
Menefee, 3521 Raymar Bivd., Cincinnati, Ohio; Stella Silverblatt, 729 
S. Cneess Ave., Cincinnati, Ohio. 

, epee the known bondholders, mortgagees, and other security 
inal owning or holding 1 per cent or more of the total amount of 
bonds, mortgages or other securities are: (If there are none so state.) 
There are no bondholders, mortgagees or scurity holders. 


4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security. holders, as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security holder appears upen the books of the company as trustee or in 
any other fiduciary relation, the name ‘of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity other 
tha n that of a bona fide owner; and this affiant has no reason to 
believe that any other person, association or corporation has any 
interest, direct or indirect, in the said stock, bonds or other securities 


than as-so stated by him. 
NATHAN SILVERBLATT, Secretary. 
(SEAL) 
Sworn to and subscribed before me this 6th day 


of October, 1931. 
ELIZABETH WILSON, 
Notary Public, Hamilton, Co., C 
(My commission expires Dec. 1, 1981 
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Found! A Way to Make 
Your Ledges Profitable! 


Onli-Wa Adjustable Ledge Displays 


Again Onli-Wa solves a problem for retailers! 
Displays that make every bit of ledge space 
PAY! Can be taken apart and used as individual 
units for the windows. Walnut and Maple or any 
other combination.- Designed especially for 
Clement Kieffer of Kleinhans Co., Buffalo. Get 
the “‘edge”’ on your ledge space with ONLI-WA! 











Reg. U. S. 
Pat. Off. 





No. 5012— Size 36” high x 25” center panel. 
Overall width 48”. Platform 4” high x 26” x13”. 


WEOML-WA FIXTURE CO. 


Dept. D.W., St. Paul Ave., Dayton, O. 
Chicago—1323 Merch. Mart. Buffalo—i2 Root Bldg. 


Members National Display Equipment Association 














Jewel Window Display Specialties 
Used by Wide Awake Display Men 


OUR NEW CATALOG 
IS READY. It illus- 
trates our newest style 
Jewel Mayer window dis- 
play equipment. Complete 
modernistic Electric Turn- 
tables in Chrome. New 
Hat Display Machine. 
Jewel Travel Word Sign. 
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No. 905 Travel Word Sign 


— — — 





No. 905 Travel Word Sign has room for 20-word fF” 
message. It is brilliantly lighted and can be 
changed quickly by merchant. No. 892 Mod- 
ernistic Combination Fixture Turntable is fin- 
ished in Chrome and is the newest item in 
turntables. A beautiful revolving Chrome Fix- 
ture that attracts the trade. Platform 24 inches 

in diameter and 

fixture 36 inches 


eas I high. 


| No. 861 Hat Dis- 
: i play Machine is 
in big demand by 
hat merchants. 
The three _ spin- 
dles revolve slow- “es. 

ly half turn then cme m 
reverse. Just the 
fixture to sell No, 892 Turntable 
either women’s or 

men’s hats. Finished in Chrome and 
very compact. 





We also have a very large line of Jewel 
Electric Display Fountains in Modernis- 
tic Style in Chrome. Makes a beautiful 
attractive display for show window. We 
want reliable, exclusive distributors in 
every city. Write us at once for catalog 
and price sheet. 


JEWEL ELECTRIC & MFG. CO. 


4505 RAVENSWOOD AVE. CHICAGO, ILL. 








No. 861 Hat Machine 
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STENSGAARD DIRECTS HICKOK 
AND BRADLEY DISPLAYS 

W. L. Stensgaard & Associates, display agency, Chicago, 
have taken over the display advertising accounts of the 
Bradley Knitting Co., and of the Hickok Mfg. Co. 





S. S. NEWELL LEAVES 
H LYONS 

bas S. Newell, western manager for Hugh Lyons & Co., 
Lansing, Mich., for seven years, and general sales manager 
for the past three years, has resigned, effective October 15. 
At the same time, Mr. Newell has tendered his resignation as 
vice-president of the National Display Equipment Associa- 
tion, announcing that he expects to retire entirely from the 
display equipment field. His plans are very indefinite, but 
he expects to return to Chicago to make his permanent home 
there. R. L. Rheiner, in the New York office of Hugh Lyons 
for the past twelve years, will be in charge of that office. 





DE VAUSNEY LEAVES 
NAMM’S 
Charles DeVausney, display manager, the Namm Store, 
Brooklyn, N. Y., for the past fifteen years, has resigned, 
effective about November 1. Mr. DeVausney plans a trip to 
Florida and will announce his future plans on his return. 
We are informed that the present display staff at Namm’s 
will carry on without an addition to the staff. 
Prior to joining Namm’s, Mr. De Vausney was associated 
with Hahne & Co., Newark; R. H. Macy & Co., Inc., New 
York, and Stewart & Co., Baltimore. 





SCHACK’S CHRISTMAS 
MASTERPIECE 

As this announcement is being made Schack’s new Christ- 
mas book of decoratives is being mailed out to the four 
corners of the globe. Displaymen everywhere will get a 
real thrill when they receive this new Christmas book, as it is 
without doubt the best book on decoratives for the Christmas 
season the Schack Artificial Flower Co. has ever issued. The 
Schack Co. have the reputation of publishing the most helpful 
suggestions for store interior and window display decoration 
and with the publishing of this new Christmas book they 
have added more laurels to themselves. 

Schack’s new Christmas book of decoratives consists of 
twenty-four pages printed in four-color process printing 
which illustrates a great variety of new, novel and original 
decorative suggestions in their true color combinations. This 
new book is new in every sense of the word and any retail 
merchant and displayman is sure to find something that will 
on account of its originality prove effective in its use. 

The Schack Artificial Flower Co., 319-322 West Van 
3uren Street, Chicago, Ill., will be glad to send you a copy 
of this new book free on request, just drop them a card today 
asking for their new Christmas book and it will be mailed 
to you at once. 





September Displays 
In Detroit 


(Continued from page 48) 


Kern’s. 

Founder’s Month at Kern’s was presented through their 
displays in the usual finished manner by Wm. Hooper, with 
well planned merchandise units and neat background set- 
tings—the entire setting continuing through the month. This 
year’s slogan was carried throughout their displays and adds, 
“Prices are Down—Profit by the Proof.” 

A centered unit in each window consisted of a large poster 
mounted on brown felt of the above slogan also colored litho- 
graph of the store with large letters below “Kern’s Founder’s 
Month.” This same slogan was carried in large lighted let- 
ters some six feet high on both marquees; making a flash of 
color by day or night. 

Many fashion flashes of various merchandise kept alive 
the new colors—influences and fall atmosphere, hard to pro- 
mote during days and days of sales. The Colonial influence, 
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as the large poster read, marked by the Persian shades of 
Persian purple, Persian red and Persian green, with the 
wording placed against a light tan panel around a colored 
printing of Persian figures. One was attracted and interested 
at once in the new shades. Fabric was shown in sweeping 
drapes, giving the customer an opportunity to visualize the 
made-up costume. 


Crowley Milner’s. 

Crowley Milner’s many window changes were very pro- 
nounced, due to the hang-over of their Semi-Annual Mill End 
Sale, although these sale displays far outnumbered the fashion 
exploits and special features. 

A fashion presentation using some ten windows had a 
large center unit of colorful crayon drawings, each calling 
attention to the merchandise displayed such as coats, gowns, 
shoes, furs, suits and college togs. 

A noticeable change was made in display units. The 
change being to bring all merchandise nearer the glass and 
decrease the window depth through the use of screens and 
panels. Displays of caroub brown, black, forest green, with 
the new rough woolens so favored for fall attracted the 
fashion wise shopper. 

During the American Legion convention, besides the 
elaborate outside and interior decoration, many prestige dis- 
plays created interest. At Crowley’s an exhibit of the 
products of the state of Louisiana attracted Legionaires. 
Also, an exceptional display which used two figures, one of 
Washington, the other of a Legionaire being welcomed. A 
large center card displayed the preamble to the Constitution, 
and gave the theme of the setting its binding and beautiful 
realism. Red velvet drapes completely covered the back- 
ground while two silk flags added the final touch of patriot- 
ism. Many displays of gifts were seen in the better stores 
by which the visitor was reminded of his duty and the 
folks at home. 


Siegel’s. 

At Siegel’s, with Pete Bellaire always alert to promote 
the latest fashion information, the windows are of great 
interest to the watchful shopper. It is significant of the 
general trend of display merchandising that many of these 
windows exploit copies of Paris models as well as originals. 
Four mannikins were grouped in each unit with tags on each 
showing it to be an original or a copy. Hats, gowns, coats, 
evening dresses and jackets were four of the eight units in 
this Paris exploitation. A large plate glass sign carried the 
pert message, “Paris Models.” A few imported accessories 
as gloves, jewelry, bags and toilet articles added a touch of 
finnesse and feminine interest. 


Richman’s. 

The Richman Clothing Store opened late in the month, 
giving Detroit men a smart array of clothing at the popular 
clothing price of $22.50. The new eight-story building has 
many windows that are large and have beautiful walnut 
backgrounds with the match grain in modern geometric 
design. The exterior of the store is limestone with decora- 
tions of chrome and black adding a distinct unit of beauty 
to the shopping center of this city. Such a profusion of 
flowers brightened the interior almost excluding the digni- 
fied, high grade beauty of the five selling floors. 


Miscellaneous Shops and Random Remarks. 

Tuttle and Clark again held their “September Savings 
Sale,” which was, from a display standpoint, presented with 
dignity and good taste. 

Peoples Outfitting Co. held their “Annual Anniversary 
Sale,” but did not give it the detailed showing of former 
years. Two new departments, men’s and women’s clothing, 
were added to this store. A new window display for each 
of these departments advised Mr. and Mrs. Customer that 
they were open for business. More work for Mac and his 
boys, but who cares, these days. 

Fall clothing for men finally came to the fore and showed 
what’s what at Clayton’s, Bird’s, Hudson’s, and Schmits & 
Schroeder. 
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Two Xmas 
Displays 





PRODUCED BY 


IVEL 
NEW YORK CITY 


DISPLAY WORLD 





























—We suggest an off-balance, balanced effect for 
this Seely display, or for displays similar to it. To 
secure balance the large unit has been placed at 
the back of the unit or window on the left, while 
the two figures have been grouped together on the 
front, right-hand side. The two figures are placed 
down-front where they balance the higher group at 
the back, left side of the display ... The Demuth 
Milano display suggests a mechanical set-up, and 
if the center group were set in appearance, it would 
be a perfect mechanical trim. Variety is secured in 
the center group by balancing the narrow, oblong 
sign on the top right with a tall strip of decorative 
holly cut-outs on the left. Additional strips of cut- 
out holly are used throughout the display— 












































Delicious Beverages 
PRODUCTS OF CANAUA OMY GINGER ALE oe 


a sense 
Seely’s § 


PALE DRY GINGER ALE 





—The average installation display results in a 
mechanical symmetry set-up (see the WINDOW 
DISPLAY MANUAL) which often results in a set, 
stiff display. DISPLAY WORLD believes that 
displays of the character illustrated on this page 
are deserving of a more modern set-up than me- 
chanical symmetry; or, if mechanical symmetry is 
used, to present an off-balance, balanced set-up with 
at least the center unit. These two ideas have 
been worked out in the two set-up drawings. The 
actual display is illustrated in black in each draw- 
ing. You won’t have to guess which display is 
which— 

















































—“Ivel Displays,’ New York City, produced two 
of the most outstanding Christmas displays pre- 
sented in 1930. One was for Seely’s Beverages, the 
other for Demuth Milano. The Seely display was 
produced in rich oil paints and was made in three 
pieces. In a large display these three units could 
be spread apart, while small windows would find 
them grouped together. The Demuth Milano dis- 
play was used exclusively by the Schulte Cigar chain 
and resulted in a substantial increase in the sale of 
their pipes. The large center panel in this display 
was approximately 36 by 40 inches in size. It 
formed a splendid Christmas background— 
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What Would You 
Dor 


—This excellent “Zenith” Radio display was pro- 
duced by Einson-Freeman Co., Inc., Long Island 
City, N. Y. It is a fine example of lithographic 
display production and DISPLAY WORLD won- 
ders what type installation it will receive. Will it 
be placed in a mechanical symmetry setting; the 
large card on the radio, the two smaller cards on 
each side, with the small card in the center? Or, 
will it be given a more modern display? However, 
regardless what type display is produced don’t 
ruin it with crepe paper that doesn’t harmonize with 
the lithographic posters— 
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—In commenting on this “Servel” display, W. P. 
York, Inc., Peoria, Ill., producer, had the following 
to say: This “Servel” display is “meat” for a good 
installation. The photograph was taken in our 
model display window and no attempt was made to 
suggest a proper setting. We do not believe the 
manufacturer supplied a suggested set-up to the 
dealers. You can visualize the effectiveness of the 
display by imagining the following color placement: 
Red, blue, black and white. The display is in eight 
pieces and is processed in oil paint— 








—DISPLAY WORLD suggests the set-up on the 
left for the “Zenith” Radio display. While such a 
set-up will not be particularly distinctive, it will be 
smart and the arrangement will be different. The 
radio will be placed on a low platform which will 
be backed up with a simple arrangement of crepe 
paper drapes. If the window does not have a back- 
ground it will be necessary to build a rough frame 
of light lumber on which the stepped effect will be 
fastened. The off-balance, balanced poster place- 
ment needs no explanation as to balance— 


—Do you know anything about the “Continental” 
display idea? It is the newest development for 
merchandise presentation and was created by Ger- 
man displaymen. The idea seems to be the forceful 
presentation of merchandise and posters in a simpli- 
fied setting. The setting suggested for this arrange- 
ment does not lend itself to crepe paper, that is, 
unless the display cards are hung from the ceiling 
on strings and the piping effects are made of crepe 
paper tubing. The best arrangement will be to make 
the tubing of light lumber—either round, square or 
triangular—painted black, or white, with the round 
circles on the abbreviated background cut from 
wallboard— 
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S. J. HANICK COMPANY 
CUSTOMER’S MEETINGS 


Just what part does the individual window decorator play 
in the success and efficiency of a window display installation 
service. “The all-important one,” says Samuel J. Hanick, 
manager of the Hanick Window Display Installation Service 
of Philadelphia. It is for this reason that customer’s meet- 
ings, in which a manufacturer’s representative or advertising 
executive speaks to the entire Hanick force about what he 
expects from a window display campaign about to be 
launched, have become an integral part of the Hanick or- 
ganization. 

On Thursday, September 17, H. L. Murray, divisional man- 
ager, American Safe‘y Razor Corporation, addressed the en- 
tire Hanick staff. The meeting was held on the much-talked 
about “Main Street’ and dwelt very specifically on what was 
expected from the new Gem Macromatic Razor “Challenge” 
display—then ready for distribution in Philadelphia territory. 
The things H. L. Murray didn’t want also were made very 
plain. 

Samuel J. Hanick is convinced that customer’s meetings 
not only help to bring the manufacturer or advertiser into 
closer and more friendly cooperation with the display con- 
cern, but that they bring home to the individual decorator 
his responsibilities and importance and thus indirectly assure 
the retail dealer as well as the manufacturer better results. 

An installation concern may promise a manufacturer strik- 
ing installations, full merchandising cooperation and keen 
efforts to build dealer good-will; but unless every individual 
on the staff is eager to carry out those aims, the promise 
cannot be kept. The S. J. Hanick Company lives up to its 
promises by schooling its decorators not only to install dis- 
pleys the best they know how but to sell the full import of 
the display to the dealer, to sell the displayed product's 
merits, and sometimes to sell the actual merchandise. 

In the rush of the day’s work, when the decorator is on 
the go from one dealer’s window to another in his particu- 
lar territory, he is apt to forget that he is in reality an artist 
putting a framework around display material. It is on this 
framework and background that a good deal of the sales- 
effectiveness of display material depends. He will some- 
times overlook the fact that he represents the manufacturer 
of the product displayed as well as his own installation com- 
pany. He may lose sight of the fact that it is just as im- 
portant for him to satisfy the dealer as to install a good 
display. 

The Hanick Company refuses to take chances of that kind. 
Hanick feels that if those essentials are ingrained in his 
men—by a man who knows and by himself—they will face 
each day’s work with a keen appreciation of what they 
mean to the company and therefore do their utmost to live 
up to the company’s ideals. Hanick men are willing to listen 
to anything that will help them improve their own work. 
They know that no one is better able to give them ‘his 
information than the manufacturer’s representative who is 
in close contact with the manufacturer’s needs and wishes. 
The responsive acclaim that H. L. Murray received is proof 
of that statement. 

The meetings are not strictly business-like in that sense 
of the word. They are a friendly gathering where the Hanick 
organization and the manufacturer’s representative meet per- 
sonally and discuss the methods that will give both the 
greatest degree of satisfaction. 





Parmley Window Display Service, 1220 West Pico Street, 
Los Angeles, Calif., has secured the contract for California 
from Lambert Pharmacal Co. for the installation of displays 
for Listerine. This national advertiser has taken a very defi- 
nite stand on cut-rate prices and is to be commended for this 


forward-looking policy. 





The N. J. Groves Advertising Service, Joplin, Mo., are 
keeping their Missouri and Kansas territory filled with fresh 
displays of Lucky Strike cigarettes, Cremo cigars and Ever- 
Ready-Iodent, contracts having been obtained recently for 
installations of the mention products. 
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The Camera Does Not Lie! 
Photo Check-Up System 


Guarantees Installation 


of Window Display! 


Every window display installed by Fisher 
Display Service is photographed. 


At the end of the week we forward to our 
clients these photographs for 100% proof 
of satisfactory installation of their window 
displays. 


Our clients then see for themselves how 
uniformly . . . how intelligently . . . how 
effectively . . . their display material has 
been installed. There is no sounder method 
of check-up . . . no more satisfactory proof 
of effective installation. 


This extra service is rendered without 
extra cost. It is part of our liberal service 
to you. 


To have window displays in Metropolitan 
Chicago that attract . . . stimulate interest 

. Close sales ... to have photographic 
proof of such windows your choice must 
be Fisher Display Service. 


Investigate. 
lt sm, 


Fisher Display Service, Inc. 


553 West Lake Street 
Chicago, Illinois 
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m5 Be ELECTROLUN 


—How would you produce the installation suggested 
on the right for the “Electrolux” display? It proba- 
bly looks very difficult, so we will describe it in 
detail. Do you know how to make crepe paper 
tubing? You do? Well, that’s all that is needed 
for the background. The black stick on the left 
of the display supports the two cards and produces 
a well-balanced trim if placed in the position indi- 
cated in the drawing. The effect of the poster is 
theatrical, so why not produce a theatrical display? 
The crepe paper tubing serves as the curtain. The 
“Electrolux” should be spotted— 





—The “Ambrosia” display is so modern that it 
should have a modern installation, and while we do 
not suggest or recommend the use of crepe paper 
the set-up suggested on the left will prove very sim- 
ple and very inexpensive. The actual display sug- 
gests the setting; and, in this instance, our set-up is 
but another example of following-through with the 
artist’s art. An off-balance, balanced set-up effect 
is obtained by balancing the heaviest side of the 
display with a unit, down-front, on the left side. 
The circles suggested in the set-up can be cut from 
waliboard, painted white or silver, mounted on a 
light stick which will be fastened to the back of 
the panels— 
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—This “Electrolux” display was produced by W. P. 
York, Inc., Peoria, Ill. and while it isn’t a new 
display it is one that should have received a more 
modern installation. The display itself was taken 
directly from a Saturday Evening Post advertise- 
ment. The figure was full life-size. It was repro- 
duced in nine colors by the silk screen process. 
The display is complete in itself. One refrigerator 
is all that is needed to complete an installation. We 
might add, “The display proved so popular that 


three editions were printed”— 
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—DISPLAY WORLD bows to Einson-Freeman Co., 
Inc., Long Island City, N. Y., for the excellent pro- 
duction of this “Ambrosia” window display. It is 
the most modern, in fact we can say, Continental, 
display that has, to our knowledge, been produced 
in America. The center unit is 36x22 inches in size 
and has three pedestals on which the actual product 
is displayed. The reflected panel holds an actual 
mirror, size 12x20 inches, so should anyone stop 
before the sign their face is reflected in the mirror 
and their skin can be compared with the magnified 
illustrations on the card— 
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ATLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
and largest service in the south. Organized 1905. Ask Association of 
National Advertisers. 





_ AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
distributing and window displays. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BOISE, SOUTHWEST IDAHO—J. A. Wright, P. O. Box 1292. 





BOSTON, MASS.—New England Display Service, 186 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 





BUFFALO, ROCHESTER, ERIE and WESTERN NEW YORK— 
Dependable Installation Service. National Window Display Service, 
Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 


BUFFALO, ROCHESTER, SYRACUSE, ALBANY, POUGHKEEP- 
SIE, UTICA, BINGHAMTON, ERIE, PA., and smaller intermediate 
cities and towns. WINDO-CRAFT DISPLAY SERVICE, INC., 378 
Pearl St., Buffalo, N. Y. E. Preston Browder, Pres. 








CALIFORNIA.—Larger cities covered daily; country towns every 
i4 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mer. reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


INDIANAPOLIS, IND.—National Displays, Inc., 29 Kentucky Ave. 
WE FURNISH PHOTOGRAPH OF EACH INSTALLATION. 


LEXINGTON, KY.—Cropper Display Service. Oldest and Best. 
LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 














LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 


MILWAUKEE, WIS.—Stefan, Inc. The only organized window 
.dvertising service in the State of Wisconsin—nationally recognized 
as leaders. Write for our book, “The Firing Point.” 








NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR 


NEW JERSEY 
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DISPLAY SERVICE DIRECTORY | 


A Guide for National Advertisers 























NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘‘merchaundised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





NEBRASKA.—Davison Display Service, Inc. Lincoln office, 423 
S. Eleventh St., Paul C. Davison, Mgr.. Omaha office, 338 LeFlang 
Bldg., R. J. Obink, Mgr. ‘Photo Checking System.” 





NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold Ragonesi, Mgr. indow installation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles 
been have satisfied others, why not you? You can try our service 
ut once. 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
N. C. Branches at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C. 


OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
16443 W. Main St. Tulsa and Oklahoma City. 








PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 


QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 
RICHMOND, VA.—Robert Waitt, 523 E. Main St. 


SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
101 Commerce Bldg., Lobby. The only service covering Sioux City, 
Iowa, and Sioux Falls, S. Dak. 


ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy our many clients. 


SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley. 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 


SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 


WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. A 
complete window display service in this vicinity. 





























BE REPRESENTED IN 
THIS DIRECTORY 


Responsible local display services are invited to arrange 
for the listing of their companies in this directory. It provides 
a very effective contact with users of window display installa- 
tions. The cost is very low, only $3.50 per line per year. For 
example, a three-line listing will cost only $10.50 for a full 
year’s service. One-inch display ads cost $5.00 per month on 
annual contract, payable semi-annually in advance—$30.00 with 
order. Let us have order for your listing or ad to begin with 
the next issue. 
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Century Window 
Displays 


WENTIETH CENTURY merchandising has de- 
veloped along the lines of supplying the public 
with constantly changing ideas and fashions. What 
is in style today is passe tomorrow, and while 

Empress Eugenie is keeping feminine hearts aflutter, who 
can tell, tomorrow maybe the style trend will turn Victorian. 
Perhaps next spring feminine fashions will be influenced by 
the flowing robes of Mahatina Ghandi. 


Such constantly changing style influences work tremend- 
ous hardships on displaymen, unless they are _ properly 
equipped to suggest, at a moment’s notice, new style ideas. 
A displayman cannot tear out a window s:mply because a 
certain department has just received a fresh shipment of a 
style item. Neither can the countless related merchandise 
items be featured in a unitized or concentrated window unless 
appropriate fixtures are in the display department to handle 
such displays. 


The new cathedral and plateau stands, products of the 
Great Central Novelty €o., 236-40 Main Street, Cincinnati, 
Ohio, have been designed with the special thought of enabling 
the displayman or store to have that fixture or fixtures to 
care for special merchandise features. By using a fixture 
in a corner of a window, as illustrated, an entire ensemble of 
style items can be featured or a group of special merchandise 
items, either price or style, can be shown—and such a group 
will not detract from the merchandise displayed. 


With a large supply of such fixtures and their attachments 


—Should the display be larger or 

smaller the cathedral display units 

will enable the displayman to de- 
termine the size of the unit— 
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Merchandising Twentieth 
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—Ensemble style units of feature 

merchandise can be built very 

easily with the cathedral units and 
plateau display stands— 


numerous fixtures can be built which will make possible un- 
limited effects. It does not matter what the merchandise line 
to be displayed is, these new cathedral units and plateaus will 
cover every conceivable form and line that the goods takes. 
Merchandise ranging from jewelry, toilet goods, stationery, 
bakery goods, canned goods, drugs, men’s furnishings, lin- 
gerie, art goods, shoes, gloves, hosiery, millinery, ties, boxed 
goods, gift goods, etc., can be displayed effectively on these 
cathedrals and plateaus. 


The main purpose in building the cathedral and plateau 
lines is to make it possible to start with a central unit, com- 
plete in itself, to which can be added wings, until, without 
spoiling the artistic effect, a much larger trim can be made. 
This building effect is accomplished by the use of specially 
designed wing rests and clipped fittings which make it pos- 
sible to attach the fixtures on any side and at any height or 
angle, depending, of course, on the size cathedral or plateau 
being built or being used. 


Needless to say, the stores possessing these units will have 
fixtures that will enable their displaymen to produce dra- 
matical style effects. New items can be kept in front of the 
customers at all times, and whether the display appears in a 
corner of a window, as a unit, an entire trim, or as cout- 
ter, show case, or ledge display, excellent merchandise ar- 
rangements will be secured, and positive customer attention 
will be obtained. 

Circulars describing these fixtures and the effects that can 
be made with them can be secured by writing to the Great 
Central Novelty Co. 
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ADAMS JOINS EINSON-FREEMAN 
ORGANIZATION 

William G. Adams, managing director of the National 
Council of Traveling Salesmen’s Associations of America has 
joined the Einson-Freeman Company of Long Island City, 
manufacturers of window and store display advertising. Mr. 
Adams will specialize in creative sales research in merchan- 
dising drug and food products with which he has had a 
broad experience as advertising manager of department stores 
and retail drug and grocery chain stores. He was formerly 
advertising manager of the Coulter Dry Goods Company, 
Los Angeles department store, and director of advertising 
for the Owl Drug Company chain on the Pacific Coast. 

More recently he conducted trade research and market 
analysis for the H. K. McCann Agency of New York, fol- 
lowing which he supervised production of the dealer sales 
promotion service of the United Drug Company Rexal Stores 
throughout the United States and Canada. 

Immediately after the war, Mr. Adams was a guiding 
spirit of the National Prosperity Bureau organization in 
charge of a nation-wide publicity campaign to foster better 
public understanding of changed economic conditions and 
was very successful in restoring public confidence during the 
trying times of the post-war inflation period. As managing 
director of the National Council of Traveling Salesmen’s 
Associations of America, Mr. Adams was in charge of na- 
tional legislative activities and public relations in behalf of 
the thirty-three affiliated trade and territorial groups of sales- 
men’s associations, comprising every division of American 
industry. 

His well-rounded merchandising experience brings him 
back to the advertising field fully equipped to render valuable 
marketing council in dealer sales promotion service. 


Who They Are and 
What They Say 


(Continued from page 35) 

allowed to carry out my ideas unhampered—the only way a 
displayman can do his best work and develop. I became in- 
terested in national display contests, and while I won several 
prizes it was the thought that I was competing with the best 





—Another 
“Shrider” 
Christmas card 
of “Billow-Pak” 
is shown here. 
It but hints at 
the many varied 
effects possible 
with this ma- 
terial— 





men in the display profession that made me strive for original 
ideas. 

In looking back over the years one may think, had I settled 
down on the first job and learned something about merchan- 
dising I would have been spared two years of wandering. 
But, at the same time, those changes were wearing off the 
rough edges I had acquired in my kiln gang days in the tile 
factories and were undoubtedly necessary. 
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—ready NOW for Fall 


DIAGONAL 


CRESTONE finish CARDBOARD 





Send today for samples 
too NEW to be in any 
book you now have. 





Diagonal is an original 
three-tone design featur- 
ing five Autumn shades 
for smart show cards. 





TURQUOISE « STONE 
MAUVETTE « CHAMOIS 
NILE BLUE 





CHICAGO CARDBOARD COMPANY 
666 Washing on Blvd. Chicago, U.S.A. 


Originators of Smart Show Card Boards 











Our Entire Stock Consisting of Over 


100 Mechanical 
Xmas Attractions 


Will Be Sold at Greatly Reduced Prices 


Figures, Settings and Novelties 


| Bought, Sold or Exchanged 


Headquarters for New and Used Display 
Materials of Every Description 


Save Money by Purchasing NOW for XMAS 
and Holidays 


| Write, Wire or Phone Today 
| Telephone Chelsea 3-3272 


| METROPOLITAN DISPLAY FIXTURE 
CLEARING HOUSE, Inc. 
127-129 WEST 24TH ST., NEW YORK 


Manufacturers of Mechanical Attractions, 
Millinery Heads and Display Fixtures. 


At remarkable bargain prices, we now have on 
hand a large selection of imported mannequins, 
children’s figures and millinery heads. 








| 
| 
| 
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Let’s Talk About 
Made of Crepe 
Paper 


A number of articles in this month’s issue of 
DISPLAY WORLD suggest the use of crepe 
paper fringe effects for decorative schemes. We 
refer the reader to the articles on interior arch 

decorations and ensemble background designs. Crepe paper 
is suggested or used in both instances. 

Crepe paper can be used to excellent advantage if the 
displayman preparing it experiments with cutting, twisting 
and pasting before attempting to reproduce effects. Once the 
idea has been obtained the work will progress very rapidly. 

The biggest job is cutting and twisting. In most instances 
where these effects have been used the display department 
cuts the paper, gives it to the different departments, and it is 
twisted by the employees in their spare time. The display 
department, of course, will unroll and paste the paper. 

In making arches or crepe paper fringe curtains for back- 
ground work the same method will be followed. A space 
will be cleared in the display department or in some stock- 
room section; the length of the arches or backgrounds will 
be measured off; heavy wire or cord (cord is preferred, 
because it will not kink when the effect is being moved) is 
hung in position and the paper is fastened in place (either 
pinned or pasted, depending entirely on the fullness of the 
effect wanted). 

Following are a few simple instructions for preparing and 
installing the crepe paper effects: 


No. 1. 

Take a fold of crepe paper and unfold about six inches 
for a heading. Cut the crepe paper across the grain into 
about one-half-inch strips. Do not cut through the heading. 
(This procedure will be followed if the finished effect is to 
be open; if the finished effect is to be full it will not be neces- 
sary to have a heading, each strip of paper will be pasted in 
piace individually.) 

If you use scissors in cutting the paper the position of the 
hands in illustration No. 1 shows the easiest way to cut the 
paper. By holding it between the thumb and forefinger of 
the left hand while cutting, the paper is held tight and will 
not slip. 


No. 2. 

A paper cutter will facilitate the work, but if you cannot 
borrow a cutter from the newspaper office or cannot take the 
paper to the newspaper office to cut it, a pair of sharp scissors 
will do the job. 

Illustration No. 2 shows the proper method of cutting the 
paper if a hand cutter is used. The paper is held on the 
cutter with the left hand and pushed, in one-half-inch pushes, 
over to the knife which is operated with the right hand. Do 
not cut through the heading if a heading is allowed for. 
Hold the paper tight. Don’t let the paper that has been cut 
unroll. 


No. 3. 

Just as soon as an entire piece of paper has been cut, start 
twisting it. Should you prefer, and can handle the paper 
carefully, it can be placed in large boxes when cut and can 
be twisted afterwards. 

To twist the paper, twist each strip between the thum) 
and forefinger of each hand. Twist first to the right and 
then move the fingers down the strip of paper about an inch 
and twist to the left, etc. After each twist is made, partly 
twist back, this will enable the strand to open easily. 
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Christmas Trims 


—The drawings on these two 

pages illustrate the best 

methods to employ in making 

crepe paper fringe curtains and 
arch decorations— 


No. 4. 

After the paper has been cut and twisted and the cord has 
been hung, four methods can be used to fasten the paper in 
place. 

First, the heading can be pasted to the cord; second, the 
heading can be pinned to the cord; third, the heading can be 
cut off and the individual strips of paper can be pinned to 
the cord; fourth, the heading can be cut off and the individual 
strips of paper can be pasted to the cord. 

Illustration No. 4 shows the heading being pinned to the 
cord. 


No. 5. 

Illustration No. 5 shows the heading being pasted to the 
cord. It doesn’t matter which method is used—pinning or 
pasting—the pinning is probably faster, that is if the heading 
is used, but the pasting is probably more secure and is less 
likely to slip. 

Should the heading be cut off and individual strips of 
paper pasted in place for the arch or background effect—for 
a full effect just overlap each piece of paper. The overlapping 
process is particularly beautiful where two color effects are 
used. We suggest that you keep each arch or background 
a solid color. Obtain your Christmas effect by alternating 
the colors of the arches and windows. 


No. 6. 

After the paper has been fastened in place on the arches 
or background effects each strip of paper will be unrolled. 
The easiest way to unroll or open a strip of twisted paper 
is to open the strip up in the middle, place your fingers 
through the hole and then unroll. 

Illustration No. 6 shows this method in use. Don’t be 
afraid of stretching the paper. It is certain to stretch a little 
but that won’t hurt the completed effect. Don’t try to shake 
out the strips of paper. It can be done, but the strips become 
tangled and then it is quite a job untangling them. 


No. 7. 

The paper for the fringe effect in the windows can be cut 
and unrolled before placement, but watch yourself on the 
effect—if you want a heavy background curtain, be sure that 
sufficient paper has been pasted up for the effect. It is much 
easier to finish the effect before it is placed in the windows. 

The design for the arches should be cut before they are 
hung. Watch just one thing—be sure you are cutting the 
design the right size. We suggest that you paste up one arch, 
hang it up in the store and cut the design the size and shape 
desired; this cut arch can then be used as a pattern. 


No. 8. 

While we have not suggested any column decorations, 
effective displays can be produced by making simple “L” 
frames; these frames will be hung in position around the 
columns or walls and strips of crepe paper fringe will be 
pinned or pasted in place, after which the drape or design 
effect wanted will be produced. 

Crepe paper comes in ten-foot rolls. Each roll is twenty 
inches wide. A roll of paper will cover about eighteen inches 
of cord if hung in ten-foot lengths—some width is taken up 
by twisting. If full drape effects are wanted it will be neces- 
sary to overlap the paper—a twenty-inch piece of paper will 
cover from ten to fourteen inches of cord. If a five-foot drop 
is produced a.twenty-inch roll of paper will cover twice as 
much space. Don’t forget, a lot of paper will be salvaged 
when the design is cut for the arches. 
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Patents for 
Display 


By RAY BELMONT WHITMAN 
PATENT ATTORNEY 


Editor’s Note: This department, conducted by our 
Patent Editor, Mr. Whitman, of 230 Park Avenue, New 
York City, keeps us advised of the latest patented in- 
ventions each month in the field of advertising display. 
He offers to the readers of DISPLAY WORLD per- 
sonal advice without obligation on any subject con- 

~ nected with patents, trademarks, designs or copyrights. 
All inquiries should be addressed to “Patent Editor,” 
care of DISPLAY WORLD. 


ITH the continuation of the Patent Department, 
there is the “Question and Answer” service, which 
already has been taken advantage of by a number 
of readers. Those who have not as yet availed 

themselves of this service, which is free, are earnestly urged 
to do so if they are contemplating the perfection of an inven- 
tion, or the application for a patent. 

The history of many inventors and their projects serves 
to bring out the lamentable fact that many a dollar of 
precious capital and many a month of wasted labor could 
have been saved, had the inventor only taken the pains to 
obtain more information in regard to the device he was 
working upon, or in regard to the efforts which others might 
already havet put forth upon the same or a similar device, 
or in regard to the procedure necessary to obtain a patent for 
it, or in regard to the market for the device after it was 
perfected. So, if this department can be of assistance to you, 
you are most cordially invited to call upon it. If a personal 
answer is desired a stamp should be enclosed with the inquiry, 
otherwise the question and its answer will appear in this 
section in the first available issue. Write on one side of the 
paper only, giving full name, address, and business connec- 
tion. Only your initials will be published if you so request it. 


Who May Obtain 
a Patent. 

Our laws say that “any person” may obtain a patent in the 
United States. The person may be a foreigner or an Ameri- 
can citizen, adult or minor, male or female, black or white, 
Jew or Gentile, a college graduate or educated in “the school 
of hard knocks.” There are no exceptions. “Any person” 
means anybody and everybody who complies with the legal 
requirements. 

The true inventor, if alive, must always sign the applica- 
tion for a patent. If anyone else signs, the patent is invalid, 
and so of no value. There may be more than one inventor, in 
which case they are called “joint inventors,” and each must 
sign the application papers as such. They then obtain a “joint 
patent.” No one of them can obtain a patent for an invention 
jointly invented by all. Also, independent inventors of distinct 
and independent improvements in the same machine can not 
obtain a joint patent for their separate inventions. 


When May a Patent Be Obtained, 
and on What? 

Read the following paragraph carefully. It will answer 
many questions which are usually not understood. 

“A patent may be obtained by any person who has “in- 
vented” any “new” and “useful” art machine, manufacture, 
or composition of matter, or any new and useful improve- 
ment thereof. But it must not have been known or used by 
others in this country before his invention and not patented 
or described in any printed publication in this or any foreign 
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country before his invention, or more than two years prior to 
his application. And it must not have been patented in a 
country foreign to the United States on an application filed 
by him or his legal represeniatives or assigns more than 
twelve months before his application, and not in public use 
or on sale in the United States for more than two years 
prior to his application, unless the same is proved to have 
been abandoned.” 

To be patentable, then, the idea must be “new.” Of that, 
more later. Also, it must have been “invented”—that is, 
conceived by the invéntor through the exercise of the creative 
faculty, and not merely by imitation. Again, the idea must 
be “useful’—that is, applied to the production of a practical 
result. There is an exception to this last statement in “de- 
sign” patents, which cover merely the aesthetic appearance 
or ornamentation of the article, and are not directed io a 
practical or “useful” function. 

Now having found out just what a patent is, let us next 
consider, generally, the kind that fail and those that succeed. 


Patent 
Failures. 

In the beginning, it must be admitted that the majority of 
patents issued to inventors, week in and week out, do not 
return to them even the cost of taking out these patents, not 
to mention the time and expense of developing the ideas to the 
point of filing the applications in Washington. There are 
many reason for this unfortunate condition, some of which it 
is the purpose of this article to explain, and to suggest means 
of correcting or largely eliminating. Other reasons exist 
which cannot be removed, and so they will be clearly pointed 
out, in the hope that many of these useless patents may in 
the future be eliminated. 


Patent 
Successes. 

In spite of the many patent failures, it is nevertheless true 
that for every ten of them that result in a loss to the inventor, 
there is one, or possibly two, that returns a profit so great 
as to many times wipe out the combined loss from the fail- 
ures, and leave a handsome surplus besides. 

Newspaper accounts frequently attest to the more sensa- 
tional of these successes. Only recently there was the report 
of a check for a million dollars having been drawn in favor 
of a Russian immigrant boy for his patent rights on an auto- 
matic photograph apparatus. A few years ago Major Arm- 
strong, who invented the regenerative circuit for radio re- 
ceivers, is said to have received for his patent rights a half 
million dollars from several large electrical companies. In 
this author’s more recent personal experience, one inventor 
of a non-set automatic stop for phonographs was paid $125,000 
in royalties by one large phonograph company, in less than 
three years, and for rights secondary to their own. During a 
recent investigation of the alien-owned patents taken over 
by the government in the name of the Chemical Foundation, 
it was revealed that a large camera company had long been 
paying one hundred thousand dollars a month in royalties 
for the use of a small group of German-owned patents. 

These only typify a few of many instances; for there are 
thousands of cases where the cash rewards from patented 
inventions have meant financial independence for their inven- 
tors and promoters. 

But the inventor who seeks to profit under the patent laws 
must know “what to invent,” and also “what NOT to invent.” 
This is a very large question, but a little general advice will 
prove of value. 


What to Invent and 
What Not to Invent. 

The inventor has the best chance of success who confines 
his inventive efforts to a field, or industry, about which he 
knows something; such, for instance, as the one in which he 
earns his livelihood. Many of the patent failures are due to 
the fact, as someone has facetiously remarked, that “the 
Iowa farmer attempts to invent a new form of submarine or 
the Cape Cod fisherman, a new threshing machine!” 

Again, invent something in line with your mental capa- 
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bilities and your financial station in life. For instance, if 
you are an average citizen without too much money or techni- 
cal knowledge, don’t try to invent anything too complicated, 
such as a new form of gas-turbine to drive an automobile; for 
the experimental work and the cost of the first model neces- 
sary to determine the practicality of such highly technical 
machines, runs into tens of thousands of dollars, and this 
burden must often first be shouldered by the inventor before 
he can hope to get anyone to finance him further. A well- 
to-do technician, such as John Hays Hammond, Jr., might 
well attack such a problem, but not a poor inventor. 

Incidentally, this very condition is often the salvation of 
the poor inventor, since it forces him to invent in those more 
simple fields, where perhaps most of the great fortunes have 
been made in invention. 

Speaking about the profits from simple inventions recalls 
the case of the Cedar Rapids, Iowa, inventor of Eskimo Pie, 
who is said to have realized a royalty of as much as $35,000 
a week from merely putting a coating of chocolate on a piece 
of ice-cream. Then there was the shoe cobbler of Elyria, 
Ohio, with a fortune in seven figures, made in a few years, 
according to sworn testimony in court, from a rubber heel. 

The cost of patenting and perfecting a simple invention is 
usually so little that any poor man can afford the risk, 
whereas with complicated and more technical conceptions, 
large sums must invariably be spent before even being able 
to determine if the subject-matter of the invention is of a 
useful or money-making character. 


QUESTIONS AND 
ANSWERS 


Q. (1)—When should a design patent be taken out and 
when should a mechanical or ordinary patent be taken out? 
In other words, what is the difference between these two 
kinds of patents ? 

A. (1)—A design patent is directed to an invention in 
which the form or appearance of the invention is important 
from an aesthetic or ornamental viewpoint, whereas a me- 
chanical or ordinary type of patent is directed to the func- 
tion of the invention. Whenever possible take out a mechani- 
cal patent for it is less easily avoided without infringement 
and therefore gives much better protection, and better pre- 
vents competition. A design patent may often be avoided by 
more or less simple changes in the appearance of the design 
without affecting the value of the new appearance. 


Q. (2)-——Will the Patent Office issue a patent on the same 
thing to more than one inventor? 

A. (2)—No. The Patent Office can only issue a patent to 
the first inventor, although it sometimes happens that later 
inventors also get patents on somewhat similar things which 
may be modifications of or improvements over something 
previously patented. It is necessary for a patentee before 
utilizing his invention to determine by an infringement search 
whether there is any such other patents previously issued on 
part of his invention and which he would have to use in 
order to also use his own invention; for in that case he 
might infringe the claims of such prior patents and be 
estopped from the use of his own patent as a result. 

Q. (3)—Is it possible for a poor man to make money out 
of a patent? 

A. (3)—It certainly is. Some of the greatest fortunes 
have been built up by men who were originally poor and who 
make valuable inventions and obtained strong patents on 
them. Large corporations fear to be drawn into infringement 
suits over patents and will do all they can to avoid infring- 
ing. Where, however, there is an infringement and the 
owner of the patent has no funds to sue the infringer, he 
can often make an arrangement with the Patent Attorney 
to conduct the litigation on a contingent fee basis. 

Q. (4)—What countries grant the strongest patents? 

A. (4)—The United States and Germany, since both these 
countries make rigid priority searches and the patents are 
therefore in a sense semi-adjudicated when issued. Canada, 
Great Britain, France and most of the other countries grant 
patents which are largely in the nature of registrations be- 
cause the searches are not so thorough. 
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“Christmas Display Card Layouts” 
by H. C. Martin 
“Display Lettering With Brush—Pen— 
Crayon” 
by A. C. Williams 
“Poster Designs for Christmas, 1931” 
by Duke Wellington 
“Our Plan for Holiday Street Deco- 
rating” 
by Harry E, Schramm 
“Pre-Christmas Windows” 
“Holiday Displays in London Lights’ 
by E. N. Goldsman 
“Ideas and Ideas” 
“Transparent Shadow Boxes” 
by O. A. St. Pierre 
“Developing the Sign Idea for the 
Store Front” 
by Orville J. Grisier 
“How We Do Process Work in New 
Zealand” 
by A. C. DeLacy 
“Modern Posters” 
by George Hirsch 
“Tllustration-and-Title Poster Construc- 
tion” 
by Charles R. Pecin 
are the feature articles of special interest to Sign and 
Show Card Writers, Poster Artists, and Letterers, to 


be found in the 150-page “1931 FALL BUYING 
AND DIRECTORY NUMBER,” the October issue 


“ISIONSIE 


FF LE a See 
The National Journal of Display Advertising 


ORDER YOUR COPY NOW! 
$3.00 Per Year, 30c Per Copy 


(In Canada $4.00 per year, 40c per copy, including duty) 


SIGNS OF THE TIMES 


CINCINNATI, OHIO 








SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Oct., 1931 
Cincinnati, O. 

Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year, beginning with the 
1931 FALL BUYING AND DIRECTORY NUM- 
BER, the October issue. ($4.00 in Canada, including 
duty. $3.50 in foreign countries.) 
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1,820,250. ADVERTISING DISPLAY DEVICE. Elmo 
Murray Roberts, Jr., and Frank R. Penman, Nacogdoches, 
Texas, assignors of one-third to Ben T. Wilson, Nacogdoches 
County, Texas. Filed May 15, 1930. Serial No. 452,582. 8 
Claims. (Cl. 46—49.) 








~ 


1. A display device including a stationary pole, a line 
thereon, a float on said line adapted to be submerged, and 
automatically operated means connected thereto to move 
said float downwardly at intervals of ‘‘me and then release 
same. 





1,810,127. METHOD OF DECORATING GLASS. Alva 
B. Carter, Lincoln, Nebr. Filed March 3, 1930. Serial No. 
432,938. 1 Claim. (Cl. 41—22.) 





The method of ornamenting glass surfaces with pigments 
suspended in a slow flowing medium which adheres to glass, 
the said method consisting in applying the pigments in a 
plurality of colors and shades to a suitable support in designs 
such that the suspended pigments in their medium will slowly 
flow toward each other to blend at the edges, in then apply- 
ing a piece of glass to the pigment treated support, in re- 
moving the glass with some of the pigment adhering thereto 
in the blended design, and in finally flooding the pigment 
treated surface of the glass with a white pigment in a similar 
medium to provide for a blending of the reflected light rays 
in addition to the blending of the pigments. 





1,816,747. DISPLAY RACK. Mike W. Rogers, Sr., Lex- 
ington, Ky. Filed February 21, 1930. Serial No. 430,361. 
2 Claims. (Cl. 211—165.) 











1. A display rack comprising a base, a hollow post extend- 
ing from the base, a bearing adjustably mounted within the 
post, a rod extending into the post, the lower end of the rod 
resting on the bearing, an upper section secured to the upper 
end of the rod, said upper section comprising spaced disks, 
arms pivotally supported between the disks, said arms includ- 
ing heads, the inner corners of the heads being cut away to 
permit the arms to swing appreciable distances laterally. 
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1,809,635. MANIKIN. Henry E. Luhrs, shippensburg, Pa. 
Filed September 13, 1930. Serial No. 481,630. 12 Claims. 
(Cl. 46—40.) 









1. A figure comprising a piece of sheet material compris- 
ing a shoulder piece, a piece of sheet material comprising a 
hip piece, the hip piece being spaced from the shoulder piece, 
a supporting strip of flexible material attached to the shoul- 
der piece and to the hip piece, and expansible cellular tissue 
forming the body of the figure, one end of the body tissue 
being attached to the front of the shoulder piece and the 
other end of the body tissue being attached to the front of the 
hip piece. 


1,817,508. DISPLAY APPARATUS. Richard M. Craig, 
San Antonio, Texas, assignor, by mesne assignments, to 
Thomas W. Menefee, San Antonio, Texas. Original appli- 
cation filed December 29, 1925, Serial No. 78,248. Divided 
and this application filed January 7, 1929. Serial No. 330,932. 
1 Claim. (Cl. 88—16.) 
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Means for displaying the effect of continuous motion com- 
prising a display surface bearing a series of background 
areas alternately of dark and light neutral color, the said 
surface bearing also a series of representations of an image 
representing different positions of movement thereof, each 
image representation being located within a respective one 
of said background areas, the image representations in all 
of said areas being of a common distinctive pigment color, 
and means for successively individually displaying said rep- 
resentations under individual sources of spectral light rays, 
the rays from the sources which display the image representa- 
tions upon the dark neutral background areas corresponding 
in color to the pigment color in which said representations 
are depicted, and the rays from the sources by which the 
other image representations are displayed being of a color 
substantially complementary to the color in which said repre- 
sentations are depicted. 





A 30-WATT MAZDA LAMP FOR 
DECORATIVE LIGHTING 


A new lamp for decorative lighting service is announced 
by the incandescent lamp department of the General Electric 
Company. It is a 30-watt, 115-volt or 120-volt Mazda lamp 
that will serve well in many lighting decorations, some of 
which are now being planned for the approaching Christmas 
season. 

The lamp was made available October 1 and is supplied 
with an inside-frosted glass bulb, outside spray coated in 
white, ivory, flametint, rose, or red, and priced at 15 cents 

Technical features of the lamp follow: Service, decorative 
lighting; class, Mazda B; watts, 30; volts, 115 and 120 only 
bulb, G-19 (2-3g” diameter); base, medium screw; overal! 
length, 314”; light center length, 21%4”; life, 600 hours; burn- 
ing position, any. 
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If you want your garments sold through window displays order Goodman Patent Flexible Sleeve Forms today. “The Sleeve Form of a 


Hundred Shapes” for clothing, men’s wear, boys’ and women’s wear displays. A contrivance that meets a vital need. “A well displayed 


coat is a suit half sold.” 





This is the famous Good- 
man Patent Flexible 
Sleeve Form which has 
produced, as cuts Nos. 1 
and 2 show: A perfect 












Note How 
Perfectly the 
Outer Sleeve 


coat sleeve unequaled by Hangs 
any heretofore.. Cut No. 3 
shows the complete shirt Quickly 
display with cuffs appear- Inserted! 
ing on the outside ofthe Easil 
coat sleeves, enabling re- asily 
pidity for displaying suits, Removed! 
topcoats and shirts. With 
the new Flexible Sleeve “A well 
Ang Pa pon es of — displayed coai 
7 a e outer ; i 
4 PATENT garment are made to hang as 
No. 1,808,459 in a perfect natural man- half sold” 
Note how ner. Convince. yourself 
perfectly . of our Nos. 1, 2 and 3 
the outer USED BY alee cee per 
sleeve aten exible eeve 
hangs. and 1000 Others Forms. 





Accomplished Only by John David 


the use of Goodman Browning, King & Co. 


Sleeve Forms. Rogers Peet & Co 


No.s. 1 and 2—For Suits, Abraham & Strauss. 


Top, Overcoats and Frederick Loesseh 


Drapes. They are only B. Altman & Co. 


$2.50 a pair. A. Hearn & Son. 
oO 


. 3 — Combination H.H. Butler Stores, Inc Ben Brooker Clothes. and Coat Displays. 
Shirt Display for Suits, Hecht Bros. “College Shop.” Name . occ eccerecteccees 
Top and Overcoats. They Dobbs Co. “The: Hub.” Nitdceds City 
are only $2.75 a pair. SALES AGENTS WANTED é ss PEE OE Pe Le eee Wr ivadawetane deena waweayna sas 


No. 4—Boy’s $2.50 a 
a pair. 
No. 5—Women’s $2.50 


Co. 








Weber & Heilbroner ~ 
Se Goodman Flexible Sleeve Form Co., 213-15-17 West 125th St., N.Y C. 
BR: es De : 2 7 Enclosed find $ ..... for () pair Sleeve Forms; () model No. 1 
“p & 6.” Cl = Bossa for Suit Displays; () model No. 2 for Top and Overcoat Displays; 

- = & othes Shops. () model No. 3 for Suit and Shirt Displays; () No. 4 Boys’ 8-10- 


Bromley Stores, Inc. 7 2 Qu: . . ox te MAT he ed 
Kranz, Clothiers. 12-14-16-18 Suits and Coat Displays; () model No. 5 Women’s Suit 











GOODMAN ‘form company 


a pair. Keystone Bldg., 217 West 125th St., Dept. D, New York City—Telephone: Monument 4568 
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TRIM YOUR XMAS 
WINDOWS WITH THESE 


beautiful Santa Claus cutout displays that 
really attract attention. 

Be the first in your locality to sell or use 
these Santa Claus cutouts, which are pro- 
cessed with genuine oil paint in 5 colors, 
stands 29” high with easel attached. Right 
thumb is slotted, which permits inserting 
of price cards. Retails as low as 50 cents 
each in 100 lots. Other quantities in pro- 
portion. $1.00 will bring actual sample 
postpaid. Special offer made to dealers. 


EMELL 


Room 45, Board of Trade Bldg. 
Louisville, Ky. 








LEADING WINDOW DISPLAY SPECIALIST 
Available Full or Part Time 


Unusual creative ability. Has worked with national advertisers 
for twenty years. Famous for fifteen year supervision of nation- 
ally known series of windows. Complete knowledge of merchan- 
dise, booths traveling displays, screens, set-ups, etc. Is interested 
in full or part time connection with lorge reputable company. 
Exceptionally splendid references furnished. Available at once. 


Address “ S. A. G.” 
Care DISPLAY WORLD 














A POWERFUL CHRISTMAS DISPLAY re re ee 
SACRIFIGED FOR QUICK SALE Care DISPLAY WORLD 


Wonderful Toy Department—Santa’s Work Shop 
Four Groups of Mechanical Gnomes and Settjng RATORS. Made of heavy fleece-lined 


Original Cost, $9,000; will sell for $750.00. Sa ee ae ue Pare ee 


Write at once to Display Department 


L. S. AYRES & CO. Displaymean, display services, fixture 


INDIANAPOLIS, IND. in adding some really fast selling num- 


Experienced Displayman 


Seeks position with department store. 
Four ‘years’ experience as first assistant 











; FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 


Jersey cloth, 75c¢ pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 


1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 








REPRESENTATIVES WANTED 


salesmen and jobbers who are interested 


bers to their lines will find it profitable 
to get in touch with us at once. 

THE GREAT CENTRAL NOVELTY CO., 
236 Main St., Cincinnati, Ohio. 


































AIR BRUSHES 
as S Daily, Inc., 126 E. Third St., Dayton, 
) 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

Thayer & Chandler, 913 W. Van Buren, Chi- 
cago,” Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, IIl. 


AIR BRUSHING ON TEXTILES 


National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. 


AIR COMPRESSOR UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago [Iil. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, Ill. 


AIR PAINTING UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway 
Chicago, Ill. 


ARTIFICIAL FLOWERS 
The Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
“— Roman, 110 W. Forty-sixth St., New York 
y. 


ARTIFICIAL PLANTS 


Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St.. New York City. 


BACKGROUND PANELS 


Compo-Board Co., 4436 Lyndale Ave., No., Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SETTINGS 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
e Adler-Jones Co., 651 S. Wells St., Chicago, 


Ferryman Art Studios, 17 W. Thirty-first St., 
New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 


BACKGROUND SCREENS 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
BOOKS ON DISPLAY 
McGraw-Hill Book Co., 370 Seventh Ave., New 
York City. 
CARD BOARD 


Chicago Cardboard Co., 666 Washington Blv4d., 
Chicago, Ill. 
=> Daily, Inc., 126 E. Third St., Dayton, 
0 


National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY WORLD 


rT ele cee a ers eas errr 


Complete Trade Directory 


ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COLOR SCREENS 
Diamond C Quality Brand, 78 Cliff St., New 
York City. 
COMPOSITION BOARD 


Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Il. 

COMPOSITION MANNEQUINS 


Mileo, 44 E. Eighth St., New York City. 
COUNTER DISPLAYS 


Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 


CORRUGATED CREPE PAPER 


Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 


cago, Ill 
CREPE PAPER 
Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 
CUTAWLS 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 
CUTTING MACHINES 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 
Portable Elec. Tool Corp., 67 Walnut St., Fitch- 
burg, Mass. 
CUT-OUTS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 
DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 

Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 

Whiting-Patterson Co., 386 Fourth Ave., New 
York City. 
DISPLAY CARD MACHINE 

Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 

DISPLAY COUNSEL 

Window Advertising, Inc., 00 Fourth Ave., New 
York City. 

DISPLAY FIXTURES—GLASS 


Friedland & Levine Bros., Inc., 201 Chrystie St., 
New York City. 


DISPLAY FIXTURES—METAL 


— EBros., 205 W. Thirty-sixth St., New York 


scien 


H. eadquarters for everything 
NEW in Display Fixtures 


BRAGER BROS. 


205 West 36th St. near 7th Ave. 
NEW YORK CITY 














October, 1931 








«- %e,e°® 


\ 










Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

“ Display Center, 1440 Broadway, New York 
i 


ty. 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
=e Center, 1440 Broadway, New York 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

= Fixture Co., 1112 Commerce St., Dallas, 

exas. 

The Varnum Mfg. Co., Inc., 116 E. Chicago St.. 

Jonesville, Mich. 


Display Fixtures—Wrought Iron 
oe Center, 1440 Broadway, New York 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 


Bw... % 
Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
~~ Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 


Display Specialties—Wood 
Regent Specialties, Inc., 768 Lyell Ave., Ro- 
chester, N. Y. 
DOLL-STANDS—METAL 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill 
FABRICS FOR DISPLAY 


Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 113 W. Fotty-eighth St. 
New York City. 


FELT FOR DISPLAY 
Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 


FELT LETTERS 


W. L. Stensgaard & Associates, 981 Merchan- 
dise Mart, Chicago, III. 


FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New York 
City. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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FORMICA 


The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, III. 


GELATINE SHEETS 


Diamond C Quality Brand, 78 Cliff St., New 
York Cit, 
Reh enaenianton, 367 Hudson Ave., Brooklyn, 


Ender Mfg. Co., 217 Grand St., New York City. 
HOSIERY DISPLAY FORMS 


“~ eo Co., Inc., Aurelius Ave., Auburn, 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


JEWELRY FIXTURES 


Jersemann & Wolly, Inc., 140 W. Twenty- 
second St., New York City. 

Morel Mfg. Co., 38 W. Thirty- second St., New 
York City. 


LETTERING BRUSHES 
ne ~ Daily, Inc., 126 E. Third St., Dayton, 


~. E. Watson Co., 164 W. Lake St., Chicago, 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 
“—° Sheinkman, 2 Duane St., New York 


MANNEQUINS 


Nonpareil Co., 448 Fourth Ave., New York City. 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Bivd., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 

Diagn. ha 
splays Animated Co., P. O. Box 374, Glen- 
dale, Calif. 

General Stamping Works, 127 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 
odern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Il. 

= Reinhold Studio, 8 Upham St., Revere, 


ass. 
United Display Service, 440 So. Dearborn St. 
Chicago, Ill. ‘ si 


MILLINERY HEADS 


Ralph A. Freundlich, Inc., 48, E. Twenty-first 
St., New York City. ; or 


MODEL DISPLAYS 


Francis W. Kramer Studios, 5252 W. Kinzi 
Chicago, Ill. sti 


MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St. 
Chicago, Ill. F 


NORTH RIDGE PINES 
North Ridge Brush Co., Inc., Freeport, Il. 


ORNAMENTS—WOOD 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


Papi-r Mache Decorations 


Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


POSTERS 


Cornell Wood Products Co., 07 N. Michigan 
Ave., Chicago, Ill. 

Lutz & Sheinkman, 2 Duane St., New York 
City. 


PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Til 


Schools—Display Merchandising 


MacLeod Institute, Scientific Display School, 
246 Eighth Ave., New York City. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


~~ oe Co., Inc., Aurelius Ave., Auburn, 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Il. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


SHOW CARD COLORS 
Bert L. Daily, Inc., 126 E. Third St., Dayton, 


Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
gS Daily, Inc., 126 E. Third St., Dayton, 


Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


Show Case and Counter Reflectors 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, IIl. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., Inc., 1621 E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 
Geo. E. Watson Co., 164 N. Lake St., Chicago, 

Ml. 


SPOT LIGHTS 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 

General Stamping Works, 127 W. Twenty-fourth 
St., New York City. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. —, S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. 

Rawson & Evans Co., 710 Washington Blvd, 
Chicago, Ill. 


VELOURS 


Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 

VELVET-COVERED FIXTURES 

Morel Mfg. Co., 38 W. Thirty-second St., New 
York City. 

VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 


Morel Mfg. Co., 38 W. Thirty-third St., New 
York City. 


WALL BOARD 


Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St. 
New York City. 
Mileo, 44 E. Eighth St., New York City. 


Window Display Installations 


Window Advertising, Inc., 300 Fourth Ave.. 
New York City. 


WOOD CARVINGS 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave.. 
S. W., Grand Rapids, Mich. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 





Writing to Any of These Concerns) 
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PHOTO CHECKING 
IN DEMAND 

Simple snapshots of window displays for record and iden- 
tification purposes, pictures that can be made easily and 
quickly by any inexperienced amateur, are invaluable to store 
owners, manufacturers and window display agencies. Many 
of the latter have adopted the “photo-checking” system. This 
method of checking window displays is now in wide use and 
is required by many manufacturers, among them Kolynos, 
Sterling Products, Phillips Milk of Magnesia, Bristol Meyers 
(Ipana), Northam-Warren (Cutex). 

Under the new photographic plan, window display agencies 
are putting small, easily operated cameras into the hands of 
the installation men who make simple identification pictures 
of the displays immediately upon completion of the work. 
These pictures form permanent records, and many agencies 
send duplicate prints to advertisers as positive proof that the 
windows have been installed according to the manufacturers’ 
wishes. 

“How to Photograph Your Window Displays” is a leaflet 
that describes the system, its.convenience and economy; a 
suitable camera; correct lighting and exposure; day and 
night pictures; how to avoid reflections. Copies of the leaflet 
will be sent upon request. Merely address Eastman Kodak 
Company, Rochester, N. Y. 





Christmas Ensemble 
Designs 


(Continued from page 18) 

play will result, a display that will be as different as it is 
inexpensive. An article is included in this issue of DISPLAY 
WORLD that tells you how to prepare this curtain effect. 
Read it and then plan on reproducing crepe paper fringe 
curtains to back up your ensemble backgrounds this Christ- 
mas. 

So far as this month’s designs are concerned, they suggest 
four interesting Christmas displays. Blueprints can be ob- 
tained from DISPLAY WORLD for 75 cents that complete 
the two unfinished designs, as well as include suggestions 
for relief construction and color schemes. DISPLAY 
WORLD can also furnish blueprints covering the construc- 
tion of the panels. A set of these plans, which included the 
four completed designs for any month’s panels, costs but $4.00. 

Background ensemble panels can be built at-a cost running 
from $5.00 to $25.00 a set, depending entirely on the type of 
construction work employed—whether built of light lumber 
covered witii wallboard, the design cut from paper or cloth, 
or built of heavy lumber and the design cut from wood in 
heavy reliefs. A new design, once the panels are built, can 
be reproduced, depending entirely on the construction method, 
from as low as 50 or 75 cents to $10.00 or $15.00. 

If you are not using the ensemble background designs, 
you should be. They offer countless merchandise background 


- effects, and as four new designs are suggested each month, a 


store investing in these displays need not worry about our 
discontinuing the designs. In fact, our program for 1932 
displays will astound our readers as designs are published. 

aa SS. ek BE! 


LEO COURTEMANCHE 

The display profession has lost a well known member, and 
we pause to do him homage. Leo Courtemanche, 47, card 
writer and display director, Cleland-Simpson, Scranton, Pa., 
died following a stroke from which he did not regain con- 
sciousness. 

Born in Hudson, Mass., May 30, 1884, he received his first 
employment as a cash boy for the H. G. Norwell Company, 
Hudson, where he learned his trade: His first employment 
in Scranton was with Clarke Bros., and after spending two 
years with that company he entered the employ of the Globe 
Company, working for that firm during the past twenty years. 
He also worked for the Currin Dry Goods Company, Water- 
bury, Conn. 

Surviving are his widow, Mary Ellen; two daughters, 
Leola Pimber, New York, and Mrs. Olivet Mitchell; a son, 
Regis; two grandchildren, two brothers, Edward and Bert, 
and a sister, Mrs. John Cote. 
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ENTER AND WIN YOUR SHARE 


oF THIS $1 900) 





PRIZE MONEY! 


Hurry! The 1847 Rogers Bros. Window Display Contest 


But we want to be sure that every Display 
Manager in stores handling 1847 Rogers Bros. 
knows about this opportunity to pick up some 
extra money—so we're publishing details here. 

Read them carefully... then plan a window, 
featuring 1847 Rogers Bros. Silverplate, which 
will bring you one of these worth-while cash 
prizes—42 in all, totaling $1800! 


The money would come in mighty handy, 
wouldn’t it? Just think—a new radio, perhaps 
... or anew Fall coat for the “Mrs.”. .. or some- 
thing else you’ve been wanting for a long time, 
but just couldn’t find the money for. 

We’ve made this Contest absolutely fair to 
everyone. The size of your town, store or win- 
dow has nothing to do with your chances of 
winning—as you will see from the three sepa- 
rate divisions of prizes, all of the same amounts. 

There are no restrictions whatever as to the 
form of display, or the idea behind it, so long 
as you show 1847 Rogers Bros. Silverplate. You 
may use showcards, backgrounds, any fixtures 
you desire... either of your own invention or 
in the form of display material we will gladly 
furnish you free on request. 

But there is a time limit. So don’t delay! 
Start planning your window right today... 
display it during the period of the Contest... 


begins October 19th 





send a photograph of it to reach us by not later 
than midnight of November 21st, 1931. And 
here’s hoping that one of these big prize checks 
will bear your name! 


@ Details of 


1847 ROGERS BROS. WINDOW 
DISPLAY CONTEST 


$1800 in Prizes... 42 chances to win! Read 
details carefully, then plan your window 


RULES OF CONTEST 


1. Any dealer handling 1847 Rogers Bros. Silverplate is 
eligible to enter. 

2. Display must feature 1847 Rogers Bros. Silverplate. 
3. Display must appear during part or all of the three- 
week period of the Contest—Oct. 19th to Nov. 7th, 1931. 


4. The contestant for these cash prizes will arrange for 
and supply photograph of his window. There is no re- 
striction as to size of photograph. Snapshots will be 
accepted, but they should be clear enough to show details. 
5. Entry blank supplied by us must be filled in and 
attached to photograph. Be sure to check the class you 
wish to enter. 

6. All photographs must be received before midnight on 
November 21st, 1931. They should be addressed to:~ 


INTERNATIONAL SILVER COMPANY 
Window Contest Dept., Meriden, Conn. 


7. Photographs submitted will become property of the 
International Silver Company. 


8. Decision of the judges will be final. 


Write for your entry blank NOW! 
INTERNATIONAL SILVER COMPANY 


Window Contest Dept., Meriden, Conn. 


AAA 























“Real Folks” make 


a Display Success! / ~~... 


“The.demand for it has been greater than : 
ae z 4 
that for any other display we have shown” sogiten-j, Bony 
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KROEHLER 


DAVENPORT BEDS ~ 


KROEHLER 


I LLVING ROOM 
PURMITURE 
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EINSON-FREEMAN CO. '"<. - 






Inventors and Manufacturers 







store display of the Einson-Freeman 
LITHOGRAPHERS adver [! sing Patented DoubleTier Container. 
OFFICES AND MANUFACTURING PLANT Licensee for Canada ......- 






Somerville Paper Boxes, Ltd., 
London, Ontario, Canada... 


STARR AND BORDEN AVENUES 
LONG ISLAND CITY, NEW YORK 


New England Office - 302 PARK SQ. BLDG., BOSTON, MASS. 
Western Office - WRIGLEY BLDG., CHICAGO, ILL 













